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Steel Topped Off on New Kaiser
Permanente Hospital in Fontana
Structural steel was topped off on a new replacement hospital for
Kaiser Permanente in Fontana. Located on the southern end of the
existing Kaiser Permanente Fontana Medical Center site, the hospital
facility will replace the existing hospital tower at the campus which
will later be converted for outpatient use.
The approximately $700 million development, which will be one
of the largest healthcare facilities in the Inland Empire, is being con-
structed by McCarthy Building Companies Inc, the general contrac-
tor for the project. It is currently ahead of schedule.
McCarthy’s contract entails construction of the 314-bed, 482k-
sq.-ft. hospital, a 50k -sq.-ft. hospital support building and a 23k-sq.-
ft. central utility plant. Prior to erecting the hospital, McCarthy con-
ducted site preparation and built a continued on page 16
The economy seems to be suffering from a bipolar disorder. For
example, since 1985, there have been 15 quarters where real GDP
expanded by 5% or
more including the
5.9% gain in fourth
quarter. In every one of
them, except for the
fourth quarter of 2009,
payroll employment
typically expanded on
the order of a 2-3%
annual rate. In contrast,
employment contracted
at an annual rate of
1.3%. Unfortunately,
the closest comparable
quarter was during the
“jobless” recovery of
2003 where in the third
quarter of that year real
GDP grew by 6.9% and payroll continued on page 3
Linda Smith
nominated for
NAWBO Award
The Inland Empire chapter
of National Association for
Women Business Owners
(NAWBO-IE) has nominated
Four-D College President, CEO
and Founder Linda Smith for its
legacy award.
“The Legacy Award recog-
nizes a woman who has
achieved a truly amazing goal
and, because of that, is leaving
behind an incredible legacy,”
said Gwen Thibeaux, NAWBO-
IE chapter president. “She has
held onto a vision which has
turned into an entity so powerful
it will impact her community for
years to come.”
Smith is one of three nomi-
nees for the Legacy Award,
along with Sharon Baer of Daisy
and Virginia Blumenthal of
Blumenthal Law Offices. The
National Association of Women
Business Owners – Inland
Empire will also award women
continued on page 3
Law Firm Hires
Attorneys for
Inland Empire
Offices
Best Best & Krieger LLP
hired two entry-level associates
this month to join the firm’s
municipal, environmental and
business law practices in the
Inland Empire.
Attorney Jill Willis, a
BB&K partner and chair of the
firm’s recruiting committee,
said she was glad the firm was
able to hire the two attorneys
who worked at the firm as sum-
mer associates in 2008, despite
the economic downturn that has
hit the legal industry hard.
Beverly A. Bradshaw will be
based in the Riverside office and
work with the environmental
and natural resources group.
She graduated from UCLA Law
School in 2009.
continued on page 39
The Bipolar Economy
David Shulman
Senior Economist, UCLA Anderson Forecast
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Kelly Space & Technology, Inc. vision and mission for
Technical Employment Training, Inc.
In the summer of 2008,
Fontana High School closed its
machinist training program.
Hearing of the loss of the pro-
gram and the eminent loss of the
machining and tooling equip-
ment, Kelly Space &
Technology, Inc. (KST) imme-
diately volunteered to store this
equipment and tooling in its
entirety within its facilities at
the San Bernardino
International Airport. 
KST undertook this opportu-
nity with the vision of fulfilling
a business, education and work-
force development approach to
training formulated over several
years. 
KST President/CEO
Michael Gallo has previously
formulated and implemented the
Norton Space and Aeronautics
Academy (NSAA), a charter
school, which has an enrollment
of 400 students. The charter
school is governed by a board of
directors and is patterned after
the Lewis Center for Education
in Apple Valley California. 
KST has been in discussions
with Dr. Bill Clark, the manu-
facturing department head at
San Bernardino Valley College
regarding the establishment of a
Computer Numerically
Controlled (CNC) Machinist
Training Center at the San
Bernardino International
Airport. KST envisioned a pro-
gram to provide certified
employment skills training and
job placement assistance to
enhance the employability of
job seekers, facilitate career
growth opportunities for
employees and assist employers
in acquiring an exceptionally
qualified workforce.
This program, the Machine
Trades Training Program, will
not only offer nationally certi-
fied accreditations, but facilitate
career growth opportunities for
these new trainees. This pro-
gram is purposely designed to
provide a “light at the end of the
tunnel” type of goal-oriented
motivation. For example, con-
tinuation students will see auto-
matic acceptance into subse-
quent certification levels of the
program upon completion of
entry-level courses; the students
successful in completing the
certificate program will gain
employment or acceptance in
advanced certification programs
at local community colleges or
trade schools.
The curriculum for the
Machine Trades Training
Program will introduce students
to machining processes, as well
as state-of-the-art Computerized
Numerical Control (CNC)
machinery. The classes will
include basic math, basic blue-
print reading, metrology and
inspection, basic machine oper-
ations, Computer Aided
Manufacturing (CAM), entry-
level CNC operations. 
They envision the establish-
ment of an “Education and
Business Cooperative” where
students, instructors and
machinists are co-located in a
real-world environment for stu-
dents and a viable machining
capability for the participating
businesses. Through Technical
Employment Training, Inc., a
not-for-profit organization
specifically created for this pur-
pose, Kelly Space &
Technology, Inc. would main-
tain and manage the Machinist
Training Center as an operating
business where students would
gain hands-on experience in an
on-going business setting while
being proposed for certification
and degrees in machine technol-
ogy. 
Various school districts
could provide elective credits to
fulfill student’s requirements to
graduate, as well as provide
them with an employable skill.
TET will tie in applied mathe-
matics and other associated cur-
riculum that is linked directly
with the California High School
Exit exams so that students are
able to experience applications
of math and science applied in a
manufacturing environment.
The program would be tied to
local industry internships, as
well as a career link to San
Bernardino Valley College and
other participating technical col-
leges.
They foresee this program
becoming much more than just a
training program. The Technical
Employment Training, Inc.
(TET) facility will become a
continued on page 25
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employment increased at a 0.1%
crawl. In economic terms, “Okun’s
Law,” which defines a relationship
between GDP growth and unemployment, appears to have broken
down as gains in productivity swamped the employment effects of a
growing GDP.
Ironically, the sluggish growth in payrolls could be an unintend-
ed side effect of all of the economic medication coming from fiscal
and monetary policy. The stimulus seems to be working its effect on
GDP and temporary hiring, but make no mistake, the follow-through
to a sustained expansion in employment has been disappointing.
After all, long-term hiring decisions are not generally based on tem-
porary tax and spending programs coupled with a nonsustainable
zero interest rate policy. In addition, all of the policy uncertainty
coming out of Washington has made more difficult for businesses to
ascertain their long-term cost structures. Nevertheless, the economy
is now on a growth path and employment will soon be increasing,
albeit modestly.
After a stunning inventory-led 5.9% increase in real GDP in the
fourth quarter of 2009, we expect the economy to grow at a 3.2% rate
in the current quarter and continue to grow at a 2%+ rate for the
remainder of the year. Moreover real GDP is forecast to grow at a
2.3% and 3.2% pace in 2011 and 2012, respectively. However, in
keeping with our bipolar disorder thesis, unemployment will remain
high throughout the forecast period. We forecast that the unemploy-
ment rate will be 9.6% at the end of 2010, just a tad lower than where
it is today and 9.1% at the end of 2011. Why? Simply put, employ-
ment growth will struggle to stay barely ahead of labor force growth.
Furthermore, with the modest employment growth we are forecast-
ing, payroll employment will still be
The Bipolar...
continued from pg. 1
continued on page 33
business owners in the categories of
Rising Star, Business Woman of the
Year, Community Bridge Builder
and Trailblazer.
The awards ceremony takes place 6 p.m. Wednesday, April 28 at
the DoubleTree Hotel in Ontario. Registration is $75 per person or
$675 for a table of 10. Register at www.nawbo-ie.org.
Smith has created a legacy with Four-D College, which has cam-
puses in Colton and Victorville. She started the college in 1992 and
since then has helped more than 10,000 people acquire an education
to begin careers in health care.
Four-D College offers programs for licensed vocational nurse,
medical assistant, dental assistant, medical billing and coding, phar-
macy technician and massage therapy. With help from the Career
Placement Services office on both campuses, almost 100 percent of
Four-D College graduates find that first job in their field.
“I am honored that my colleagues in the National Association for
Women Business Owners have chosen to recognize me for my work
in creating Four-D College,” Smith said. “My ultimate goal in start-
ing Four-D College was to have a place where I could encourage peo-
ple to be their best. There may be challenges and setbacks, but if they
are steadfast, they will be successful.”
The National Association of Women Business Owners represents
the interests of  America’s women business owners, propelling them
into greater economic, social and political influence worldwide.
Women-owned businesses are the fastest-growing segment of the
economy, which NAWBO estimates at 10 million.
The Inland Empire chapter is one of 80 across the United States.
It estimates there are nearly 100,000 women-owned businesses in
San Bernardino and Riverside counties, generating about $32 billion
annually in sales.
NAWBO - Inland Empire’s strives to increase growth and prof-
itability of women-owned businesses, influence business and eco-
nomic issues at the local, state and national levels of government,
build women business owners’ relational networks, provide informa-
tion and education about women-owned businesses and encourage
more women to start their own businesses.
Four-D College provides education in the growing health care
field at locations in Colton and Victorville. Four-D College offers
programs in vocational nursing, medical assistant, medical billing
and coding, dental assistant, massage therapy and pharmacy techni-
cian.
New courses begin monthly at Four-D College and courses are
available in the morning, afternoon and evening to meet the needs of
working students. For more information or a tour, call (909) 783-
9331 or in the High Desert call (760) 962-1325;, or go to
www.4DCollege.com.
Linda Smith...
continued from pg. 1
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Josiah Royce
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Ross Dresses Up
Riverside Towne Center
Ross Dress for Less, the national value-priced clothing retailer,
has opened the doors on a new Inland Empire store, located at the
Riverside Towne Center in Riverside. The retailer agreed to a 10-year
lease for 30.3k square feet  of space with Watt Commercial
Properties, a SoCal-based commercial and residential property
owner, manager and developer. Ross is filling the retail space vacat-
ed by Circuit City after the electronics retailer filed for bankruptcy in
2008.
“With so many retailers closing stores and a surplus of available
inventory, we were thrilled to fill the former Circuit City space so
quickly,” said Susan Rorison, president of Watt Commercial
Properties. “I believe our locations in urban-infill areas have been the
key to Watt’s recent leasing success. Today, national retailers, includ-
ing Ross, are showing interest in opening new stores in these dense-
ly populated locations.”
Riverside Towne Center, located at the intersection of Magnolia
Avenue and Tyler Street, is currently anchored by Big 5 Sporting
Goods. In all, the property encompasses 53.5k square feet of leasable
space. The shopping center is located directly across the street from
the Galleria at Tyler and adjacent to the 91 Highway. More than
230,000 people live within five miles of the Riverside Towne Center.
Ross Dress for Less is based in San Bruno, CA and has 953 stores
across the country. Its lower-price concept, dd’s Discounts, is current-
ly in 54 locations. Ross recently reported a boost of 11 percent in
February same-store sales, resulting from a sharp increase in bargain-
hunting shoppers throughout the United States.
Watt Commercial was represented in the Ross lease deal by
Wilson Commercial Real Estate (WCRE).
INLAND EMPIRE SMALL BUSINESS
DEVELOPMENT CENTER WINS CALIFORNIA
SMALL BUSINESS DEVELOPMENT CENTER
OF EXCELLENCE AWARD
Vincent McCoy and the 11 person staff of the Inland Empire
SBDC were named winners of the California Small Business
Development Center of Excellence Award by the U.S. Small
Business Administration (SBA).
The SBA recognizes the center and its staff for achieving excel-
lent performance results in business counseling and training services,
establishing and maintaining strong, beneficial community relation-
ships and for serving as an advocate for the small businesses and their
supporters in the region. Business client success is measure in job
creation, access to capital, increased sales and profits, and by acquir-
ing certifications and contracts to do business with federal, state and
local agencies.
This award honors the efforts of staff located in Riverside,
Victorville and Palm Springs offices which also serve, under con-
tracts to Big Bear Lake, Chino, Hesperia, Moreno Valley, Murrieta,
Rancho Cucamonga, San Bernardino, Temecula, Upland and both
Riverside and San Bernardino Counties.
The strength of these partnerships has allowed Inland Empire
SBDC to succeed in difficult times in a troubled region.
As a state winner, Inland Empire SBDC will now compete for
national honors in Washington, D.C. Region IX includes Nevada,
Arizona, Hawaii, Guam and California.
The Inland Empire SBDC and other honorees will be celebrated
at the 47th Annual Small Business Week Awards luncheon on June
2nd at the Embassy Suites - continued on page 39
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Triton Communications, Inc.
663 Brea Canyon Road  Ste. 4
Walnut, CA 91789
Phone:909.594.5895
Fax:909.598.2832
www.tritoncomm.com
Please allow us to introduce ourselves: Triton Communications, Inc., a full
service telecommunications company.  Originally formed in 1981, and
Incorporated on August 12th 1982.  We began as a contractor providing
installation service for Rolm of California.  In 1985, Triton
Communications, Inc. became an interconnect and began to serve its own
customers.
We are very proud to say that many of our original customers are still with
us today.  Please review the list of services and qualifications below.  We are
certain you will find that Triton Communications, Inc. can be of assistance to you and your company.  We have
a very well trained technical staff and our installation and service technicians have an average of fifteen years
experience each.  The following is a list of our services:
• Sales and Service of refurbished (Nortel, Toshiba) & new (NEC) telephone systems and equipment.
• Complete System cabling of voice, data, and computer networking.
• Voice Mail and Paging systems to Video conferencing and Call Accounting systems.
• Providing Local Dial Tone, T1, Long Distance and 800 numbers.             
• VoIP solutions.
C O M P U T E R / T E C H N O L O G Y
TV Battle of the Sexes, Part 2
Men are from Muntz, Women are from Zenith
By J. Allen Leinberger
3D is coming to your living
room.
I know. There have been the
occasional shows that broadcast
in 3D, and you got your glasses
from TV Guide or 7-11 or some
other promotional sources.
Meanwhile, as far back as the
1950s, film producers from
Roger Corman to Alfred
Hitchcock have been bringing
3D films to the
t h e a t e r s .
Thirty odd
years ago the
IMAX system
came out but it
o r i g i n a l l y
offered no
more than
short travelogue films. Over the
last decade IMAX has also been
offering 3D versions.
Of late, cartoons and some
features, like “Avatar,” have
been produced in both 2D and
3D versions. Now we are seeing
such films as the recent “Alice
in Wonderland” and “Clash of
the Titans” advertised as being
in 3D, and, as a footnote, also in
2D. Some, like the last
“Superman” film, had 3D
scenes pop up in selected parts
of the story.
Now Hollywood has gone
full throttle. The next “Harry
Potter” film as well as the next
“Batman,” the next “Superman”
and maybe the next James Bond
film, will come out in 3D.
So what good does that do
you and the family when the
movie comes out on DVD?
None, until now.
Last month, in Rancho
Cucamonga, Mitsubishi intro-
duced a new 82” flat screen TV
(with glasses) that showed a
true, clean 3D effect. The demo
show included a rock concert
and a football game. The new
technology presented a stunning
look. (Samsung has also come
out with their 3D set based on
the same technology.)
According to the Mitsubishi
press release, “We’re proud to
lead the way by providing con-
sumers with an affordable line-
up of 3D-Ready TVs, in very
large 60, 65, 73, and 82-inch
screen sizes,” says Frank
DeMartin, vice president of
marketing, Mitsubishi Digital
Electronics America. “3D repre-
sents the high-
est level and
most advanced
form of home
entertainment
a v a i l a b l e
today, and we
expect con-
sumers will
embrace this special, event-
based experience.”
As for the hard techie
details, the new sets utilize “the
same core technology that is
used in the vast majority of 3D
movie theaters. Mitsubishi 3D-
Ready TVs bring the 3D DLP
Cinema experience home. With
multiple 3D movie titles sched-
uled for release this year and
next, Mitsubishi is well poised
to deliver fully immersive 3D
adventures to consumers in their
homes.”
And that is where the trouble
will begin. Actually it might
start before things get to the
home. The battle will rage in the
TV departments of Best Buy
and Wal-Mart and Target.
Two months ago I reported
on the domestic strife going on
regarding the HD flatscreen TV
itself. Men just think it’s natural
to want that big screen in the
middle of the living room.
Women don’t get it. They are
screaming in the shopping aisles
and the parking lots. “The
movies are the same, the ball
games are the same. The end-
ings are the same. Why spend
more money for a 60-inch
screen when three years ago a
29-inch screen was just fine.”
And then there is the argu-
ment over 1080 vs. 720. I
explained that the last time, but
the problem remains. The issue
has not been resolved.
If anything, it will get worse.
The 1080 sets are better
equipped to handle the Blu-ray
DVDs. And the new 3D videos
will be coming out on Blu-ray.
Let the domestic battles
begin.
By the way, do not think that
there will be a lack of product
continued on page 19
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Deborah Brithinee Honored as a “Woman of Distinction”
Deborah Brithinee, was
recently honored as one of 10
women recognized at a lunch-
eon presented by the University
of Redlands’ Town and Gown
organization on March 20, 2010,
in the university’s Orton Center.
Deborah is a graduate of the
University of Redlands, where
she earned her BS in business
administration in the Alfred
North Whitehead College. 
Recipients of the award are
selected for their diverse accom-
plishments, contributions and
dedication to the community of
the Inland Empire. Deborah was
honored for her contributions to
business and art at the event.
She is the financial officer at
Brithinee Electric in Colton.
When asked what she
believes to be her most valuable
contribution, she replied, “I feel
my most significant achieve-
ment is the construction of a
beautiful and functional dance
studio in Grand Terrace in
record time and on budget, for
the enjoyment of the community
and those who use it. My great-
est desire is to have made a pos-
itive difference in someone’s
life.”
She is currently a Riverside
ARTSBlock board member and
serves on the University of
California, Riverside Women
and Philanthropy Restart
Committee. She has also served
as Lanterman Developmental
Center fiscal officer. 
Brithinee Electric is one of
the largest sellers of NEMA
Premium Efficiency industrial
electric motors. These motors
are the highest electrical effi-
ciency motors available today.
The firm specializes in remanu-
facturing industrial electric
motors and wind generators and
produces custom motor control
centers for clients throughout
the western United States.
Deborah Brithinee (middle)
When Planning Your
2010
Advertising Budget
Consider the
INLAND EMPIRE
BUSINESS JOURNAL
P: (909) 605-8800
F: (909) 605-6688
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MANAGING
Mistake-Proofing Your Start-Up Business
By Jay Arthur
With so many people out of
work during this recession, it
should come as no surprise that
many are thinking about starting
their own businesses. And with
so many jobs moving offshore,
even people who are still
employed might consider start-
ing a business as a back-up plan.
Even if you’re the owner of a
successful start-up, the reces-
sion might have you worried. So
how can long-standing business
owners and first-time entrepre-
neurs survive these tough times?
There’s an easy way to mistake-
proof any business—all it takes
is a little time using free online
tools and search engine research
with Google.
Mistake 1: Not Listening
to the Voice of the Customer
Most entrepreneurs become
enchanted with an idea and pur-
sue it without thinking it
through. They end up with a
garage filled with unsalable
merchandise and wonder what
went wrong. Others open a store
and name it something cute, like
a hair salon named Curl Up And
Dye. Or they start an Internet
business but don’t bother to
understand what customers real-
ly want. Why do they fail? The
answer is simple; they didn’t
understand the “voice of the
customer.” Businesses large and
small can collect and analyze
the voice of the customer to
understand what customers
want and how to deliver it.
Toyota uses this to design better
cars, and you can use it to design
a better product or service.
First, figure out where the
crowds of customers are going
and then get in front of the
crowd. In the old days, this
would involve lots of market
research, focus groups and
money. Today, these answers
can be easily found on the
Internet for free with Google’s
key word tool:
https://adwords.google.com/sele
ct/KeywordToolExternal.
Let’s say you want to start a
pet food bakery that makes
healthy treats for dogs and cats.
Just search Google’s keyword
tool for “pet bakery” and “pet
food.” You'll quickly discover
that there are over 500,000
searches a month for “pet food”
but only 8,000 a month for “pet
bakery.” 
There are also 33,000
searches a month for “wellness
pet food.” From this one might
conclude that “pet food” is too
broad and would have to com-
pete with the big chains; “pet
bakery” is too narrow; but
“wellness pet food” might be
just the niche to explore because
these customers are probably
willing to pay a premium.
Mistake 2: Not Speaking
Your Customer’s Language
As learned from Mistake 1,
customer language can differ
from our own. Based on the
search terms above, it might be
smarter to name your store
“Wellness Pet Food” (customer
language) instead of “Bow Wow
Biscuits” (your language)
because that’s what the crowd
wants. Don’t paraphrase (using
healthy instead of wellness); use
the customer’s exact words.
Then check domain name avail-
ability for “wellness-pet-
food.com” or
“wellness_pet_food.com.” If it’s
available, register it (try a site
such as www.GoDaddy.com); if
not, try adding other key words
likely to attract customers such
as your location.
Be aware that Google cannot
identify compound words, so
registering a site like
“WellnessPetFood.com” won’t
be as effective as
“Wellness_Pet_Food.com.”
Separate the words with a dash
or underscore to improve the
site’s search engine ranking.
This “get in front of the
crowd” strategy also works for
service businesses. Let’s say
you are a hypnotherapist in
Denver with
“HypnoDenver.com” as your
site. Many other hypnothera-
pists in town also have hypno-
something.com as their site
name. What are prospects
searching for? They don’t want
“hypnosis;” they want to “stop
smoking” or “lose weight.”
Domain names like “Stop-
Smoking-Denver.com” and
“Lose-Weight-Denver.com”
would be a great start.
With more than 100 million
Internet users in the U.S. and
billions of Internet-capable cell
phones, no business can afford
to ignore the power of the Web.
Even if you don’t plan on hav-
ing a Web site, you will want to
own the domain name to prevent
others from using it. And if the
business succeeds locally, hav-
ing the domain name will make
it easy to expand into a regional,
national or global Internet busi-
ness.
Mistake 3: Not Making
Your Product or Service
Better, Faster and Cheaper
Too many entrepreneurs try
to enter an already crowded
market. Search the Internet for
your product or service to find
out how many competitors are
out there. When searching for
the key words, “pet food
Denver,” Google finds 726,000
results. “Wellness pet food
Denver” yields 149,000 results.
If Google reveals too many
competitors, consider another
line of business. If Google
reveals no competitors, that can
be just as bad. Someone, some-
where should be offering a sim-
ilar product or service. If not,
there are no customers.
“Pet food” for example, is
crowded with low cost super
chains. From the voice of the
customer perspective, customers
want you to be better, faster and
cheaper than the competition.
Are you more innovative? Do
you provide better customer
service? Are you more effective
and efficient? When customers
can’t distinguish one business
from another, they default to the
familiar or low cost one. If
you’re not sure what customers
want in a particular product or
service, start by asking your
friends, family, neighbors, and
even people on the street.
Capture their responses. In gen-
eral, are they saying:
• “I want better ________
(e.g., pet food).”
• “I want cheaper
________ (e.g., cell phone serv-
ice).”
• “I want faster
___________ (e.g., healthcare,
service, delivery, repair, etc.)
Then ask: “What is the com-
petition offering (better, faster
or cheaper)? What can we do
differently?” If you can’t answer
these questions, neither can your
customers. 
Mistake 4: Not Testing the
Business Concept
Once Google has revealed
what customers want (in their
language, not yours) and you’ve
identified a unique value propo-
sition from the voice of the cus-
tomer (better, faster or cheaper),
it’s time to test the concept. For
this, Google offers another pow-
erful tool: Adwords
(adwords.google.com). Google
makes its money by putting ads
around its search results. Many
entrepreneurs use Adwords to
test business and marketing con-
cepts before they throw a lot of
money at it.
Tim Ferriss, best-selling
continued on page 37
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STOCK CHART
Duff & Phelps, LLC
One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 689-0070.
Five Most Active Stocks
Advances 12
Declines 3
Unchanged 0
New Highs 0
New Lows 0
Monthly Summary
3/20/10
Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
American States Water Co 
Basin Water Inc
Channell Commercial Corp
CVB Financial Corp
Emrise Corp 
Hansen Natural Corp
HOT Topic Inc
K-Fed Bancorp 
National RV Holdings Inc 
Outdoor Channel Holdings Inc 
Physicians Formula Holdings Inc  
Provident Financial Holdings Inc
Temecula Valley Bancorp Inc 
Vineyard National Bancorp
Watson Pharmaceuticals Inc 
Watson Pharmaceuticals Inc 24,015,287
HOT Topic Inc 15,710,439
Hansen Natural Corp 14,377,488
CVB Financial Corp 9,597,332
Basin Water Inc 2,589,924
D&P/IEBJ Total Volume Month 71,528,085 
Ticker 3/20/10 2/26/09 %Chg. 52 Week 52 Week Current P/E Exchange
Close Price Open Price Month High Low Ratio
AWR
BWTRQ
CHNL
CVBF
ERI
HANS
HOTT
KFED
NRVHQ
OUTD
FACE
PROV
TMCV
VNBCQ
WPI
34.17 32.16 6.3 38.57 30.82 20.8 NYSE
0.01 0.01 -2.9 1.00 0.00 NM AMEX
0.12 0.11 9.1 0.25 0.03 NM AMEX
10.11 9.30 8.7 10.38 4.91 17.4 NASDAQ
0.60 0.62 -3.3 1.70 0.52 NM NYSE
42.93 41.58 3.2 44.02 27.91 19.3 NASDAQ
6.40 6.47 -1.1 13.87 5.25 18.3 NASDAQ
8.98 8.33 7.8 10.33 6.76 39.0 NASDAQ
0.03 0.03 3.2 0.06 0.02 NM AMEX
6.38 5.71 11.7 8.24 5.00 NM NASDAQ
2.25 2.09 7.7 4.23 1.03 NM NASDAQ
3.61 3.25 11.1 10.49 2.43 NM NASDAQ
0.01 0.00 NM 1.08 0.00 NM AMEX
0.02 0.01 66.7 0.32 0.01 NM AMEX
40.42 39.79 1.6 42.50 27.45 16.2 NYSE
Company Current Beg. of Point %Change
Close Month Change
Outdoor Channel Holdings Inc 6.38 5.71 0.67 11.7%
Provident Financial Holdings Inc 3.61 3.25 0.36 11.1%
CVB Financial Corp 10.11 9.30 0.81 8.7%
K-Fed Bancorp 8.98 8.33 0.65 7.8%
Physicians Formula Holdings Inc 2.25 2.09 0.16 7.7%
Company Current Beg. of Point %Change
Close Month Change
Emrise Corp 0.60 0.62 -0.02 -3.3%
HOT Topic Inc 6.40 6.47 -0.07 -1.1%
Watson Pharmaceuticals Inc 40.42 39.79 0.63 1.6%
Hansen Natural Corp 42.93 41.58 1.35 3.2%
American States Water Co 34.17 32.16 2.01 6.3%
THE GAINERS
Top five, by percentage
THE LOSERS
Top five, by percentage
10681 Foothill Blvd., Suite 280 Rancho Cucamonga, CA 91730
Tel. (909) 980-0630   Fax. (909) 948-8674
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CREATIVITY AND SALES
New Ways to Aha! Ideas
Restart Creativity and Innovation in Your Company
By Larry Kilham
Bette Nesmith Graham, a
single mother and secretary in
Dallas, thought there would be a
better way to cover up mistakes
made in typing. During a reces-
sion in the 1950s, Ms. Graham
founded the Mistake Out com-
pany, later well-known as
Liquid Paper.
Creativity is possible at all
levels from the kitchen chem-
istry lab to the killer app (appli-
cation) corporate development
project or to the multinational
research initiative. Whatever the
era or product, the successful
project or company starts with a
creative visionary. Somebody
who is persistent and has a mul-
tifaceted mind. Bette Nesmith
sold her company for $47.5 mil-
lion. Even if taxes and transac-
tion expenses took over half, she
cleared about $1 million a year.
Would an American corpo-
ration in the early 1800’s (or
now) hire as their chief designer
a financially failing artist with
radical political views and an
itchy foot for world travel?
There was such a person. He
had a vision to develop a com-
munication system that could
send messages faster than the
best steam trains and ships and
unhindered by rain, sleet or
snow. He was Samuel Finley
Breese Morse, who invented the
telegraph.
Both Bette Nesmith Graham
and Samuel F. B. Morse were
iconic American inventors who
illustrate traits in common that
will be valuable to anyone inter-
ested in creating new designs
and products:
• Unleash your curiosity,
quest for knowledge, and
propensity for noticing things.
No lesser minds than Leonardo
da Vinci and Albert Einstein
were noted for being passionate-
ly curious, using their imagina-
tion as their prime lens to see
ahead and their creativity to
solve problems. Einstein wrote:
“The important thing is not to
stop questioning.” You should
also notice all kinds of things,
however unrelated to your quest
they may seem. When Will
Carrier noticed the apparently
odd behavior of water droplets
in fog, he had stumbled into the
basics of the novel technology
of the Carrier Corporation,
world leader in air conditioning.
• Project your mind into
imagination space, focusing on
all the interrelated aspects of
what you are creating or
inventing. To create your
Eureka moment, you must
forcefully move your mind
beyond the existing thinking
about the subject. You must
move out of your conscious
world and focus your mind in a
new place occupied only by the
new creation. This is your glori-
ous imagination space. Some
people, very few, keep this
imaginative ability through
adulthood. Their imaginings
lead to inventions, art, designs
and explorations of many fron-
tiers never seen before. To start,
try to be a child with the almost
naïve capability of unfettered
imagination. Emotion is part of
this creative formula, and that
has not been replicated in any
advanced computer.
• Bring in experts and
specialists whenever and
wherever appropriate. A com-
mon mistake is to be overly pro-
tective about your novel idea. At
the earliest possible time you
should have your design or com-
position reviewed by an associ-
ate, faculty member, consultant
or other trustworthy knowledge-
able advisor. Usually you do not
have to disclose important
details to protect from copying,
and very often a reviewer can
give you surprisingly good
guidance on design or composi-
tion improvement.
• Focus on the practical,
useful, needed and beautiful.
Very often inventions and other
creations start out answering to
a major need or a broad interest.
Then the project morphs into a
personal passion with little or no
market value. Whether you’re a
garage tinkerer or Thomas
Edison, ultimately your com-
mercial success depends on
developing something which
economically fills a real need
and which looks attractive to
potential buyers. As you devel-
op prototypes, theories or com-
positions, show them to people
in the market for overall attrac-
tiveness feedback.
• Be persistent. Don’t
give up! In one famous inci-
dent, an associate found Thomas
Edison at his lab bench sur-
rounded by a sea of experimen-
tal storage battery test cells.
9,000 experiments had been car-
ried out with no promising
developments. His associate
offered condolence, “Isn’t it a
shame that with the tremendous
amount of work you have done,
you haven’t been able to get any
results?” “Results!” Edison
replied. “Why, man, I have got-
ten a lot of results. I know sever-
al thousand things that won’t
work!” For a major invention
like the light bulb, this is what’s
involved. Even minor inven-
tions seem to take more time
than imagined to get to the pro-
duction prototype stage.
Fast forward to 2005. Steve
Jobs, the legendary leader at
Apple®, is initiating a great leap
forward. He has directed about
200 of his best engineers to cre-
ate what we now know as the
iPhone TM. Like Morse, he is not
the first with some version of his
product. And like Morse, Jobs
can focus on a product vision
that combines needs, satisfac-
tion, functionality, apparent sim-
plicity, and, in addition, design
beauty.  In short, it is a bold act
of creativity.
Where the telegraph initiat-
ed the era of wired communica-
tions, the iPhone has started the
era of the computer clouds
(almost infinitely large bundles
of data and services available by
Internet) in the palm of your
hand. The telephone is not obso-
lete, music radio won’t go away,
computers of all sizes will
always be here, video games
will always have their consoles,
and data transmission will
always be available through spe-
cialty equipment; but now all of
these modalities are available
together through a personal
portable device.
Samuel F. B. Morse of
course did not have the technol-
ogy and resources available to
Jobs for his design project. Still,
even in the Age of Google, a
visionary leader is required, and
Steve Jobs is reported to have
mercilessly driven his design
group, never taking “no” for an
answer. There were screaming
matches in the hallways, doors
slamming and completely
burned out engineers.
But there are many chal-
lenges for imaginative and ana-
lytical minds. These include
finding drugs against microor-
ganisms which have evolved
resistance against everything
and finding true understanding
about all the mechanisms of cli-
mate change so that our children
won’t be living in an infinite
desert. As Thomas L. Friedman
continued on page 39
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright 2010 by IEBJ.
Nearby Resorts & Vacation Spots
Ranked By Number of Rooms
Resort # of Rooms Rate Range Owner Amenities Top Exec.
Address # of Suites Year Built Headquarters Phone/Fax
City/State/Zip # of Employees Last Renovated E-Mail Address
Marriott’s Desert Springs Resort & Spa 884 $175-470 Marriott International, Inc. 36 Holes Golf (Special Package), Tim Schwartz
1. 74855 Country Club Dr. 51 1987 Washington, DC 20 Tennis Courts, 5 Pools, Spa, (760) 341-2211/341-1872
Palm Desert, CA 92260 1,500 2004 11 Food/Beverage Outlets, Shopping desertspringsresort@marriott.com
La Quinta Resort & Club 796 $175-415 KSL Recreation Corp. Shopping, 7 Restaurants, Spa, 41 Pools, Ralph Vick
2. 49-499 Eisenhower Dr. 24 1926 La Quinta, CA 5 Golf Courses, Golf & Tennis Schools, (760) 564-4111/777-5806
La Quinta, CA 92253 1,500 2008 9 Boutique Shops resinquiry@laquintaresort.com
Arizona Biltmore Resort & Spa 738 $195-1,850 CNL Resorts 2 Adjacent Championship Golf Courses, Andrew Stegen
3. 2400 E. Missouri 86 1929 Florida 7 Tennis Courts, 8 Pools, Spa & Fitness Center, (602) 955-6600/381-7600
Phoenix, AZ 85032 1,200 2004 Lawn Chess & Croquet reservations@arizonabiltmore.com
The Phoenician 647 $185-1,725 Starwood Hotels & Resorts 27 Holes Golf (2 Special Packages), Mark Vinciguerro
4. 6000 E. Camelback Rd. 119 1988 New York 12 Tennis Courts (Special Package), 9 Pools, (480) 941-8200/947-4311
Scottsdale, AZ 85251 1,000 2006 Spa (3 Packages), Children’s Program www.thephoenician.com
Renaissance Esmeralda 560 $149-399 CTF Business Service, Concierge, Restaurant, Bob Walsh
5. 44-400 Indian Wells Ln. 22 1989 Fitness Faculty, Golf Course (760) 773-4444/836-1287
Indian Wells, CA 92210 na 2002 megan.zemnick@renaissancehotels.com
Westin Mission Hills Resort 512 $99-349 Starwood Hotels & Resorts Weekend Packages, Ken Pilgrim
6. 71333 Dinah Shore Dr. 40 1991 White Plains, NY Transfers from Nearest Airport (760) 770-2104/770-2138
Rancho Mirage, CA 92270 635 2008 ranch@westin.com
Hyatt Grand Champions Resort 480 $150-500 Grand Champions, LLC 36 Holes Golf, 12 Tennis Courts, Allen Farwell
7. 44-600 Indian Wells Ln. 54 1986 Indian Wells, CA 20 Private Villas (760) 341-1000/568-2236
Indian Wells, CA 92210 400+ 1998 allen.farwell@hyatt.com
San Diego Paradise Point Resort & Spa 460 $259-5,000 Noble House Resorts 18-Hole Putting Course, 6 Tennis Courts, Geoffrey Young
8. 1404 W. Vacation Rd. 103 1962 Kirkland, WA Beach, 6 Pools, Spa, Fitness Center, (800) 344-2626/(858) 581-5924
San Diego, CA 92109 407 2006 Volleyball, Marina, Bicycle Rentals www.paradisepoint.com
Marriott’s Rancho Las Palmas 450 $99-350 KSO 27 Holes Golf (Special Package), Victor Woo
9. Resort & Spa 22 1979 La Quinta, CA 2 Pools, Full-Service (760) 568-2727/568-5845
41000 Bob Hope Dr. 537 2008 25 Tennis Courts, European Spa vwoo@rancholaspalmas.com
Rancho Mirage, CA 92270
Wyndham Palm Springs Hotel 410 $99-249 American Property Mgmnt. Spa, Pool, Restaurant, Dennis Wagner
10. 888 Tahquitz Canyon Way 158 1987 La Jolla, CA Pool Bar, Kiddie Pool w/Water Features, (760) 322-6000/322-5351
Palm Springs, CA 92262 250 2008 Putting Green dwagner@wyndham.com
Palm Springs Riviera Resort 406 $249-4,800 Noble House Resorts Business Service, Pool, Restaurant, Brett Schoenfield
11. 1600 North Indian Canyon Dr. 36 1959 Kirkland, WA Room Service, Tennis (760) 327-8311/778-6650
Palm Springs, CA 92262 na 2009 kwooldridge@psriviera.com
DoubleTree Paradise Valley Resort 375 $69-225 Golf Packages Available, 2 Outdoor Tennis Courts, Don Ponniah
12. 5401 N. Scottsdale Rd. 12 1984 2 Pools, Health Club & Spa, (480) 947-5400/946-1524
Scottsdale, AZ 85250 400 1998 Near Fine Shops www.doubletreehotels.com
Doral Palm Springs Resort 285 $89-235 Meristan Hotels & Resorts 27 Holes Golf (Special Package), Elie Zod
13. 67-967 Vista Chino 15 1985 Washington, DC 10 Tennis Courts (Special Package) (760) 322-7000/322-6853
Cathedral City, CA 92234 200 1998 18,000 Sq. Ft. Meeting Space www.doralpalmsprings.com
Holiday Inn Palm Springs City Ctr. 249 $129-219 KI West LLC Pool, 2 Spas, Massage Facilities, Exercise Room, Tom Vanwinkle
14. 1800 E. Palm Canyon Dr. 20 1970 Oregon Saunas, 2 Restaurants, Gift Shop, Mini Refrigerators, (760) 323-1711/322-1075
Palm Springs, CA 92264 200 1995 Hair Dryers, Irons/Boards tvanwinkle@hipalmsprings.com
Spa Resort Casino 230 $195-1,800 Agua Caliente Development Auth. Spa Packages, Casino, 24-Hour Room Service, David Fendrick
15. 100 N. Indian Canyon Dr. 20 1963 California Nightly Turndown, Coffee, CEO
Palm Springs, CA 92262 200 2007 Refrigerator (760) 778-1500/778-1521
www.sparesortcasino.com
Miramonte Resort 215 $150-450 Destination Hotel 36 Holes Golf (Special Package), Steve Janacek
16. 45000 Indian Wells 23 1998 Milwaukee, WI 2 Pools, Spa, Restaurant, Shops CEO
Indian Wells, CA 92210 250 2008 (760) 837-1642/568-0541
www.destinationhotels.com
The Boulders Resort & Spa 160 Casitas $175-525 Carefree Resorts 36 Holes Golf (Special Package), 8 Tennis Courts Michael Hoffman
17. 34631 N. Tom Darlington Dr. 64 Villas (Casitas only) Patriot American Hospitality (Special Package), Pool, Spa, 5 Restaurants, (480) 488-9009/488-4118
Carefree, AZ 85377 678 1985 Phoenix, AZ/Dallas, TX Desert Tours, Museum www.theboulders.com
Indian Wells Resort Hotel 155 $89-299 L.R.K. West 27 Holes Golf (Special Package), 2 Tennis Courts Brad Weimer
18. 76-661 Hwy. 111 29 1987 Palm Desert, CA (Complimentary), Pool, Spa, Fitness Center, (760) 345-6466/772-5083
Indian Wells, CA 92210 70 2006 Cont. Breakfast, Country Club Privileges brad@indianwellsresort.com
Temecula Creek Inn Resort 119 $149-209 JC Resorts, LLC Exec. Golf, Weddings, Business Shawn Jackson
19. 44501 Rainbow Canyon Rd. 10 1968 La Jolla, CA Service, Gift Shop (951) 694-1000/676-8961
Temecula, CA 92542 na 2007 sjackson@jcresorts.com
Two Bunch Palms Resort & Spa 28 $150-575 King Ventures 100 Spa Treatments Mark Eads
20. 67-425 Two Bunch Palms Trail 24 1930 San Luis Obispo, CA (World Class Spa and (760) 329-8791/329-1874
Desert Hot Springs, CA 92240 125 2005 award-winning restaurant) reservations@twobunchpalms.com
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BUSINESS AND NETWORKING
The Introvert’s Guide to Connecting: 8 Ways to Bust Out of Your Shell, Build
Strong Relationships, and Become a Great Connector
We can’t all be talkative
charmers. Some of us are better
suited for keeping our thoughts
to ourselves and our heads
down while we get to work. But
it’s time to bust out of that shell!
Author Maribeth Kuzmeski says
that if you’ve got great ideas,
you need to be sharing them—or
you could be the next to go at
your company.
Would you rather crunch
numbers than mingle at a cock-
tail party? Are you more com-
fortable in a lab or library than
you are at lunch with your
coworkers? When you present a
new product or explain a prob-
lem to coworkers or leaders, do
you have trouble holding their
attention because of your slow-
er-paced, more deliberate speak-
ing style? If so, you might be
suffering from the curse of the
introvert. Sure, you’re über-
intelligent and have great ideas,
but you’re either too reserved to
share them or you prefer less
attention-grabbing methods for
communicating them than is the
case with your extroverted
coworkers.
Maribeth Kuzmeski says in
today’s tough economy, it’s no
longer enough to be a genius
with great ideas. To get ahead,
you have to be able to communi-
cate them effectively and use
them to influence others. You
have to be able to connect!
“You don’t have to have a
big personality to be a great con-
nector,” says Kuzmeski, author
of “The Connectors: How the
World’s Most Successful
Businesspeople Build
Relationships and Win Clients
for Life.” “But unfortunately,
too often the great ideas of intro-
verts go unheard because the
extroverts make their voices
heard first.
“The bottom line is that
some professions lend them-
selves to introverts. Scientists,
accountants, and engineers, I’m
looking at you! But you can’t
rest on your smarts laurels. You
have to learn to show your value
whether it’s to your employer or
to your clients. If you don’t, rest
assured there is someone else in
your profession who is ready to
take your place.”
A key message in “The
Connectors” is that our level of
influence is directly connected
to how good we are at connect-
ing. Kuzmeski teaches that if
you are able to truly connect
with feeling, purpose, and hon-
esty, you will experience more
success and much-improved
relationships, receive better pro-
motions or more clients, and
become known as a great leader.
That sounds great, you
might be thinking. But I’m not
exactly dripping with charisma.
I’m not sure I have the social
skills I’d need to do all of that!
“Not to worry,” assures
Kuzmeski. “With the right tools,
strategies, and tactics, you can
change the way you develop
relationships and forge a net-
work of colleagues and contacts
who will stick with you through
thick and thin—and best of all,
voluntarily recommend your
great work to others.”
Read on for some straight-
forward, easy-to-apply tips that
will garner immediate results.
Make the right connec-
tions—even if you’re not a
“people person.” Anyone can
become an effective connector,
promises Kuzmeski. If you love
to meet new people and enjoy
being the center of attention,
that’s great. If not—that’s okay,
too. Connecting is actually less
about being gregarious and
more about your awareness of
the relationships you are form-
ing. To maximize the value of
your interactions, Kuzmeski
suggests first figuring out to
whom you’re relating, and how
you’re doing it.
“Don’t panic—there’s no
need to become best friends
with every single person you
meet!” she says. “Instead, think
about the people with whom it’s
important for you to become
well acquainted in order to cre-
ate loyal clients, further your
career, or build a successful
business. Consider categories
like clients and vendors,
coworkers and leaders, or spe-
cific individuals within cate-
gories. Then jot down some
ideas for reaching out to each of
these people.”
Set yourself up for con-
necting success. While intro-
verts don’t share their every
thought as many extroverts do,
they can still make connections
that are just as strong. If you’re
an introvert, create situations in
which it is easier for you to con-
nect. For example, most intro-
verts like to think things through
before they speak and tend to
engage well with people one-on-
one. So the next time you want
to build a relationship with a
client or co-worker, meet in a
one-on-one lunch meeting at a
quiet restaurant rather than in a
big group.
“Many introverts really like
people and can engage with
them,” says Kuzmeski. “In fact,
it’s thought that introverts have
fewer close relationships than
extroverts but build deeper ones.
When you put yourself in an
environment in which you know
you will be able to more easily
connect, you will be able to
forge these deep relationships.
Remember, the more you do it,
the easier it gets!”
Improve your social IQ.
No matter how much you know,
there’s always more to learn—
and that’s just as true for social
intelligence as it is for book
smarts. Once you’ve determined
where your connections need to
be made, think about how you
currently interact with these
people, and be honest with your-
self. Are you exclusive, control-
ling, and distant? Or are you
inclusive, empathetic, and
warm? How often do you reach
out? Do you take into account
what others think? How do you
make them feel?
Kuzmeski suggests that at
the end of each day you spend a
few minutes completing the fol-
lowing process:
• Review the day and your
interactions with staff and
clients.
• Rate today’s positive
impact on others (Grades A-F).
• Write down the notable
successes and failures from the
day.
“Always, always, always be
mindful of the fact that your
words and actions have a power-
ful effect on others,” Kuzmeski
stresses. “The people with
whom you interact will uncon-
sciously and instinctively mirror
your emotions. That’s why it’s
so important to improve your
social IQ. Once you’ve pin-
pointed the areas in which you
need to improve, rehearse men-
tally. Anticipate how people
might react to what you say.
Rehearse conversations in
advance. Develop a vision for
yourself and how you’d like to
change. Then, commit to doing
it.”
Remember, it’s not about
you. It’s a dog-eat-dog world,
and the urge to look out for
Number One can sometimes be
overwhelming. But while pri-
marily protecting your own
interests might ensure your sur-
vival, you probably won’t expe-
continued on page 18
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LA Investor Pays
$3.8 Mil for Most Units at Broken
Inland Empire Condo Project
In a recent Inland Empire sale of a distressed condo develop-
ment, an LA investor paid $3.8 mil – or $105.6k/unit -- for 36
vacant condo units at a 40-unit development in Rialto. The prop-
erty, Rialto Arrow Terrace, is located at 1655 West Rialto
Avenue, south of Foothill Boulevard and west of Riverside
Avenue.
Rialto Arrow Terrace began development as a 40-unit condo-
minium project in April 2006. From January to May 2008, four of
the condominiums were sold to individual purchasers at prices
ranging from $305k to $309k per unit. The remaining 36 units
were never sold.
The property reverted to the seller via foreclosure on Oct. 15,
2009. At the time of foreclosure, the outstanding loan balance
was in excess of $9 mil, or over $200k/unit. The buyer intends to
operate the 36 units as rentals until the for-sale values for condo-
miniums becomes stronger.
Bayer Relieves Space Problem With
Short-Term Lease in Redlands
Bayer Crop Science inked a new two-year lease for 102.6k square
feet of industrial space in Redlands that is expected to save the com-
pany in excess of $325k in occupancy costs over the term of the
lease. The building is located at 27223 Pioneer Avenue, north of I-10
and west of the 210 Freeway within Prologis Business Park.
Bayer, which will use the space for wholesale distribution of con-
sumer landscape and agricultural protection products, wanted a short-
term lease in order to remain flexible with regard to potential growth
in the near term future. To protect the tenant if there is no need to
change the size of the space, the transaction includes an additional
fixed rate extension option which will allow Bayer to remain in the
space for an additional three-year term at current low market rental
rates.
“The tenant was looking to relocate in order to take advantage of
current market rents and reduce their occupancy costs,” said
Chenoweth. “They were previously subleasing 100k square feet in
Chino and wanted to make a move to a similar sized building, but
with a lower overall cost. Their new space includes a 30' ceiling
clearance, ESFR sprinkler system, truck loading and yard space on
two separate sides.
New Riverside Office Project
Continues to Attract Tenants
Leasing activity continues to pick up at the Towers at
Riverwalk, the new office development at Turner Riverwalk, a 1
m-square-feet, master-planned business park in the city of
Riverside. The latest tenants to ink deals at the project are the law
firm of Smith Mitchellweiler LLP and The Operating Engineers
Certification Program.
Turner Riverwalk is comprised of 400k square feet of office
space, 375k square feet of R&D and industrial space, 100k square
feet of med-
ical office
space and
125k square
feet  of retail
including 11
restaurants
and a 131-
r o o m
H a m p t o n
Inn & Suites
by Hilton. It is a project of Turner Development Corporation, a pri-
vately held real estate investment firm that specializes in the acqui-
sition and development of commercial and industrial real estate in
Southern California.
“The Towers at Riverwalk project offers high quality office
space coupled with competitive pricing, making it an attractive
location for companies seeking to upgrade their image, expand or
to merge multiple locations into a single larger office providing
superior amenities,” explained Rusty Turner, president of Turner
Development.
The Operating Engineers Certification Program has signed a
lease for 1.9k square feet at 4204 Riverwalk Parkway. This local
field office serves as a certification center for local members of the
Washington, D.C.-based International Union of Operating
Engineers trade union.
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You, Inc.: 22 Ways You Can Show Your Value in Today’s
Cutthroat Corporate World
For many companies these
days, business isn’t exactly
booming. If you’ve been spend-
ing your days worrying about
when your head might be on the
chopping block, it’s time to stop,
says Blaine Loomer. Instead, he
suggests, you should focus on
You, Inc., the only business you
can truly control, and he offers
some advice on how you can do
just that.
It hangs over many cubicles
in today’s business world. It
turns once happy—or at least
bearable—workplaces into the
place where happy thoughts and
laughter go to die. It makes once
friendly colleagues turn on each
other, abandoning all goodwill
in attempts to look out for num-
ber one. “It” is the lay-off threat.
The ax. The unpleasant end that
pretty much every employee is
trying to avoid at a time when
the unemployment rate is above
10 percent.
Blaine Loomer says it’s time
to cut the crap. It’s time to stop
worrying about what you can’t
control and take a look in the
mirror to re-assess the company
in which you are CEO, CFO,
and everything in between—
You, Inc.
“The best way to keep your
job in today’s economy is to be
so valuable to your employers
that they simply can’t do with-
out you,” says Loomer, author
of the new book “Corporate
Bullsh*t: A Survival Guide.”
“Unfortunately, there is a lot of
BS to get caught up in these
days. If you want to keep your
job, though, you absolutely
must steer clear of it.”
Loomer knows what he is
talking about. He wrote his new
book to help the good guys and
gals understand what is going on
in today’s corporate world, so
they can better maneuver around
the BS they’ll encounter during
their careers.
EMPLOYMENT SURVIVAL GUIDE
Below he offers advice for
anyone out there who wants to
know how they can get ahead in
such a treacherous employment
environment:
Be a part of the bottom
line. If you want to be valuable
to your company, then you need
to contribute to its bottom line.
In other words, you need to help
it make money. Otherwise, it’s
not worth it to your company to
keep you around. Make a con-
certed effort to connect to what
it is that makes your company
money, and focus on the talents
and skills that you have that will
contribute to those things. “The
company measures its ROI on
you,” explains Loomer, “so you
should measure the ROI on
yourself as well. None of us has
time to do everything, so we are
faced with the trade-off every
day. Focus on those items that
use your time and resources
most effectively so that you con-
nect back to the bottom line.”
Avoid your office trouble-
makers. Often there are no
greater timewasters in the work-
place than your fellow col-
leagues. There are the col-
leagues who love to gossip and
spread rumors. The colleagues
who are constantly trying to
catch your mistakes. The office
flirt who will only get you in
trouble. And the bad news bear
who doesn’t want to do anything
but bring you down with bad
news. “The best way to deal
with these kinds of colleagues is
to avoid them like the plague,”
says Loomer. “Keep an eye on
them, but keep your distance.
They will only waste your time,
frustrate you, and cause you
problems.”
Remember that time is
money. The most valuable com-
modity you have is your own
time. Spend it wisely. For exam-
ple, don’t invest eight hours in
putting together a presentation
when you can deliver the same
results with only an hour’s prep
time. Management wants the
content of your message, not a
bunch of fluff and pretty art-
work.
“Countless times, I have
seen a presenter cut short and
her ideas not even considered
because the managers ran out of
time before she got to the meat
of her idea,” says Loomer.
“Define your core competency
and stick with it. If you try to do
everyone else’s jobs, you won’t
be able to do your own. You,
Inc., will suffer.”
Don’t be afraid to aban-
don ship. Be flexible when it
comes to your career path, even
if it means changing careers
midstream. “Some of the most
successful people I know are
following a much different
career path now than they set
out to in the beginning,” notes
Loomer. “Be prepared for
change and stay ahead of the
curve. Flexibility in your career
may take you a long way, espe-
cially in tough economic times.”
Don’t be tempted by a
shiny new title. A bigger title
usually comes with a pay raise
and more perks, but some com-
panies have discovered that a
simple change in title with few
additional incentives is enough
to keep a person motivated.
“This line of thinking doesn’t
make sense to me at all,” says
Loomer. “If you are going to
take on more responsibility, put
in more time, and add more
value to the company, there
should be something substantial
in it for you. Take time to fully
evaluate any ‘promotion.’ Doing
more work for the same pay (or
less) seems like a demotion—
not a promotion—to me.”
Recognize “deal or no
deal” situations. Don’t be
afraid to walk away from deals
that just can’t seem to come
together. “Most people don’t
negotiate well because they real-
ly want what the other person
has and they don’t want to risk
losing it,” explains Loomer.
“But whether it’s a big contract,
a job, a promotion, or a new car,
you have to be willing to walk
away. When you are willing to
do so, you will be pleasantly
surprised at how much better
your negotiations turn out.
Suddenly, what you offer carries
value, and the tables often turn.”
Constantly add value.
Companies are in the business
of making money. To a certain
extent, we all have to pull the
company line and help keep the
revenue machine running. Make
sure that you continually add
value to the company. “Find
ways to improve yourself and
your processes,” says Loomer.
“All employees are expendable,
and if it makes financial sense to
the company, you will be
replaced or eliminated altogeth-
er.”
Sing your own praises, but
not too loudly. As a general
rule, your work won’t speak for
itself. You must speak for your-
self. You can really help your-
self by making sure that man-
agers and supervisors in your
organization understand the
effort you put into your job and
the results you produce. “A bit
of modest bragging will not only
help you come promotion time,
but it will also help discredit any
attacks levied against you,” says
Loomer. “Provide the right
amount of information about
yourself, but don’t beat your
accomplishments to death. Too
many trips to the boss’s office
will annoy him, and may work
continued on page 18
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B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies,
L=Lounge,N=Non-Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Nina DeMasi. Copyright 2009 by IEBJ.
Meeting Facilities
Ranked By Total Square Feet of Meeting Facilities
Facility Meeting Rooms: Largest Meeting: Year Built Owner # of Rooms Room Rate Range Amenities General Manager
Address Total Sq. Ft. Last Renovated Headquarters # of Suites * May Be Seasonal Convention Contact
City/State/Zip Tot. Sq. Ft. Capacity # of Banquet Rms. Phone/Fax
E-Mail Address
Fairplex 5 105,500 1948 Los Angeles Fair Assoc. N/A $2,600-7,400 On Site Catering, Dwight Richards
1. 1101 W. McKinley Ave. 247,000 7,000 2005 On-Site Sheraton Hotel, Melissa Tapia
Pomona, CA 91768 N/A New Restrooms, (909) 865-4042/623-9599
Ample Parking demonaco@fairplex.com
Palm Springs Convention Center 21 92,545 1987 City of Palm Springs 410 Facility Fees 20,000 sq. ft. James Dunn
2. 277 N. Avenida Caballeros 245,000 8,000 2005 Palm Springs, CA Vary By Size Of Space Ballroom on-site Rick Leson
Palm Springs, CA 92262 Requested (760) 325-6611/778-4102
rleson@palmspringscc.com
Marriott’s Desert Springs Resort & SPA 33 24,816 1987 Marriott Corporation 884 $179-379 G,P,R,T,S,L Ken Schwartz
3. 74855 Country Club Drive 210,000 3,050 2008 Washington, D.C. 51 B, FP, GS, H, I, KC Kinsey
Palm Desert, CA 92260 33 N, RS (760) 341-2211/341-1872
kc.kinsey@marriott.com
NOS Events Center 11 40,000 National Orange Show Corp. N/A N/A Satellite Tele-Theater, Dan C. Jimenez
4. 689 S. “E” Street 130,000 4,450 San Bernardino, CA N/A Computerized, Drop Down Screens, Derrick Vasquez
San Bernardino, CA 92408 9 Wireless Internet Capabilities (909) 888-6788/889-7666
dvasquez@nosevents.com
Ontario Convention Center 24 70,000 1997 City of Ontario N/A N/A Business Service, Bob Brown
5. 2000 Convention Center Way 114,000 4,630 Ontario, CA N/A Concierge Amita Patel
Ontario, CA 91764 N/A (909) 937-3000/937-3080
apatel@ontariocvb.com
continued on page 20
Visitors and Convention Bureaus
Palm Springs Desert Resorts
Visitors Convention Authority
70-100 Highway 111
Rancho Mirage, CA 92270
(760) 770-9000 • Fax (760) 770-9001
Tourism: Susan Esterling
sesterling@palmspringsusa.com
Riverside
Visitors Convention Bureau
3750 University Ave., #175
Riverside, CA 92501
(951) 222-4700 • Fax (951) 222-4712
Executive Director: Debbie Megna
dmegna@linkline.com
Idyllwild
Idyllwild Visitors Center
Ridgeview Dr. and Hwy. 243
P.O. Box 304, Idyllwild, CA 92549
(888) 659-3259 • Fax (909) 659-6216
Contact: Bill Triplett
info@idyllwildchamber.com
Victor Valley
Victorville Visitors Center
14174 Green Tree Blvd.,
Victorville, CA 92395
(760) 245-6506 • Fax (760) 245-6505
Contact: Michele Spears
mspears@vvchamber.com
Lake Arrowhead
Lake Arrowhead Communities
Visitors Center
28200 Hwy. 189
Lake Arrowhead, CA 92352
(909) 337-3715 • Fax (909) 336-1548
Mrkting. Director: Leslie Saint McLellan
info@lakearrowhead.net
Palm Springs
Visitor Information & Convention Center
2901 N. Palm Canyon Dr.
Palm Springs, CA 92262
(760) 778-8418 • Fax (760) 325-4335
Guest Serv. Manager: Ron Palmtag
rpalmtag@palmspringscc.com
Temecula
Temecula Valley Convention and Visitors Center
26790 Ynez Ct., Ste.A
Temecula, CA 92591
(951) 676-5090 • Fax (951) 694-0201
President: Alice Sullivan
info@temecula.org
Big Bear
Big Bear Convention Bureau
630 Bartlett Rd., P. O. Box 2860,
Big Bear Lake, CA 92315
(909) 866-4607 • Fax (909) 866-5412
Exec. Director: Sara Russ
sruss@bigbearchamber.com
Hemet
Visitors Information Center
(951) 658-3211 • Fax (951) 766-5013
info@hemetsanjacintochamber.com
San Bernardino
Convention and Visitors Bureau
1955 Hunts Lane
San Bernardino, CA 92408
(909) 891-1151 • Fax (909) 888-5998
Sales Manager: Melissa Carey
cwc@san-bernardino.org
Ontario
Ontario Convention and Visitors Bureau
2000 East Convention Center Way
Ontario, CA 91764
(909) 937-3000 • Fax (909) 937-3080
GM/Exec. Director: Bob Brown
www.ontariocc.com
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REAL ESTATE NOTES
Zumiez Purchases 168k Square Feet
Corona Distribution Facility
Zumiez Inc. has purchased West Corona Corporate Center, a
168.5k-sq.-ft. industrial facility in Corona, for $11.79 million
($70/sf). The property is located at 1346 Railroad Street, north of the
91 Fwy and west of I-15, a few blocks southeast of Corona Municipal
Airport.
The property will be used as a distribution facility to serve
Zumiez’s existing and planned retail stores throughout the U.S. The
new state-of-the-art building is LEED-certified, an element of utmost
importance to Zumiez’s corporate culture. With headquarters in
Seattle, Zumiez will obtain significant operating benefits from hav-
ing the distribution center in Southern California.
Greg Gill and Barbara Goldsmith of Lee & Associates’ Long
Beach office and Erik Hernandez and Paul Earnhart at Lee &
Associates’ Ontario office represented Everett, WA-based Zumiez in
the transaction. Cushman & Wakefield repped the seller, Railroad
Street Land Holdings LLC.
According to Gill, the new location’s proximity to Zumiez’s
existing 70 Southern California retail stores—in addition to the ports
of Long Beach and Los Angeles—allows for maximum operating
efficiency. The decision to relocate happened in 60 days from initial
planning to the company’s internal market analysis. Ninety days from
the time the decision was made to relocate to Southern California, the
sale was consummated.
“Driven by cost-saving impacts of a smaller-leased facility, the
decision to purchase became compelling when the quality and loca-
tion of the facility made it an ideal long-term solution for the compa-
ny’s current needs and proposed growth over the next decade,” said
Gill.
Bill Cortus Named Volunteer of the
Year With Thrivent Financial
Local Thrivent Financial Representative Honored
for Helping Others
Bill Cortus, FIC, a Thrivent Financial representative in Ontario
has been named the 2009 Volunteer of the Year for the Thrivent
Financial Pacific Southwest Regional Financial Office.
Cortus was selected for his dedication to helping others through
volunteerism and service last year. He supported the efforts of
Thrivent’s Chapter leaders and affiliated congregational coordinators
in delivering Thrivent Financial resources to address local needs.  
During the year, Cortus was actively involved in fund-raising
activities for numerous charitable
organizations, including the
Thrivent Builds with Habitat for
Humanity Pomona Valley Affiliate,
Hope Project Loaves & Fishes pro-
gram, the Lutheran Deaf Camp,
AmPac TriState CDC US Small
Business Administration Faith
Based Summit, Toastmasters
International Inland Empire District
12 clubs in Prisons and Recovery
Homes, TEAM International,
Toastmasters International, The
Salvation Army Ontario Corps,
Ontario Western Little League,
Reading for the Blind & Dyslexic,
The Fontana Rehabilitation
Workshop Industrial Support Systems, Lutheran High School schol-
arship program, St. Paul’s Lutheran Church Oktoberfest, Concordia
University Irvine, Redeemer Lutheran Church and School tuition
assistance and SEGUE fund with the Lutheran Community
Foundation, Shepherd of The Hills Lutheran Church Youth
Programs, Central City Lutheran Mission, and others.
“Bill embodies Thrivent Financial’s mission of compassion and
caring,” said Karsten Lundring, managing partner of the Thrivent
Financial Pacific Southwest Region in Thousand Oaks.  “He is very
deserving of this recognition.”
As a faith-based organization, Thrivent Financial members are
organized into local groups called chapters that meet regularly to
carry out volunteer projects, educa-
Bill Cortus
continued on page 39
new member and doctor parking lot.
After completion of this project, the
company will demolish sections of
the existing hospital and remodel remaining components of the exist-
ing building.
Designed by HMC Architects, the new seven-level hospital
boasts a sustainable and patient-centered design. Likewise, environ-
mentally friendly building methods are being used throughout con-
struction such as recycling building materials, minimizing unrecy-
clable construction waste and maintaining proper indoor air quality.
Being built to meet seismic standards adopted in California after the
1994 Northridge earthquake, the hospital will feature a plaster and
curtain wall exterior with a structural braced-frame core. The project
is scheduled to complete in December 2012 with the new facility slat-
ed to open in 2013.
Once completed, the new hospital will house a variety of special-
ty services including a cardiac surgery department, a 51-bed emer-
gency department, pediatric and neonatal ICU, inpatient dialysis unit,
pediatrics, ICU, labor and delivery, cardiac cath lab and surgery. The
hospital support building will be attached to the hospital and includes
medical offices, radiology, a pharmacy and a specialty clinic.
Steel Topped...
continued from pg. 1
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against you.”
Get smart. Too many people
don’t understand the basics about the operation of their companies.
Learn the organizational chart and reporting structures. Study and
understand your company’s financials. “Financial data is the basis for
many decisions, decisions that may very well affect your wallet,”
says Loomer. “You never know where your life may lead. Learn as
much as you can along the way, even though what you’re learning
may not seem relevant at the time.”
Be a confident innovator. When you pitch your ideas to manage-
ment, be prepared to defend your views. Also be prepared to receive
criticism. “Management will challenge you simply to test your level
of enthusiasm for the idea and its viability,” notes Loomer. “There are
a lot of variables to consider, and management wants to know you’ve
thought about them. If you support your ideas with solid research and
show some passion, management will be more likely to embrace your
concept.”
Nix the nay sayers. People tend to emphasize negative things in
the workplace over positive things. One negative person or event can
tear down months of motivation in minutes. Evaluate the people
working in your department or on your project. Do the personalities
work well together? “Some people cannot or will not get on board.
Don’t spend an inordinate amount of time trying to convince them to
join in,” says Loomer. “Give them an opportunity to correct their
negative attitudes, but if they persist, remove them from the group or
project. There are not enough hours in the day to convert someone
who has convinced herself that she doesn't want to follow your plan.”
Don’t ask for more than you deserve. American corporations
seem to have become the land of entitlement where people expect to
be highly compensated before they have provided one penny of value
to the company. “Throughout your career, evaluate what value you
bring to your company,” advises Loomer. “Ask for fair compensa-
tion, but don’t price yourself out of the market. Employment is a two-
way street, so make sure you are giving something for what you get.”
Keep an eye on your e-trail. Not only do we need to make sure
we cover ourselves from a legal perspective, but we also need to
cover our asses day-to-day. The best way to do this nowadays is to
save all e-mail and electronic data that is available to you. “If you
have ever received an e-mail from someone asking you to confirm
something, that person is likely covering his ass,” says Loomer. “This
is not a bad thing and in many cases can clear up any confusion later.
Even the most obscure e-mail may be relevant at a later date. Disk
space is cheap compared to the trouble it may save you.”
Don’t be afraid to say no. That is, if you’re doing such a great
job your company can’t afford to get rid of you anyway. If you don’t
set limits, you will find yourself working on a perpetual treadmill.
Trust your intuition. Good intuition in the business world can be
your guardian angel. If it feels like someone is up to no good, she
probably is. “In most cases you will find that your initial instinct
about someone is usually correct,” says Loomer. “Keep that instinct
in mind as you work with her and always remember how you felt that
first day. Stick to your convictions!”
Get a life. It’s good to be committed to the company, and corpo-
rate accomplishments are rewarding, but when all is said and done, a
lifetime goes by too fast. “Try not to
You Inc...
continued from pg. 14
continued on page 26
rience across-the-board success
until you put others first. Instead of
asking, “What’s in it for me?” you
need to learn to ask, “What’s in it for them?” Face it: No one rises to
the top without the help of a team...and wouldn’t it be nice if yours
was truly invested in your success?
When people know that they matter to you, their attitudes toward
you change. Their respect for you grows, they’ll work harder, and
they’ll be aligned with your goals. When your team wins, so do you.
But make no mistake: Putting others first is hard work. It means
pleasantly greeting each of your employees or coworkers, even if
you’re having a bad day. It means advising your client to make a pru-
dent financial choice, even if you won’t net as much profit. It means
humbling yourself and, at times, sacrificing your own desires and
needs. In the end, though, you’ll reap the rewards.
“It’s amazing how far a welcoming demeanor, empathy, and
authenticity can take you,” says Kuzmeski. “People all around you
want desperately to know that they matter. If you’re ready and will-
ing to stand with them and help meet their needs, they’ll return the
favor. That’s the true path to greatness: It lives not in you, but through
you.”
Don’t just network. Work your network. These days, technology
makes networking almost too easy. Social media tools like LinkedIn,
Facebook, and Twitter enable anyone to build and maintain an
impressively large web of business relationships. However, like a full
but dusty Rolodex, a large online “network” doesn’t do you much
good simply by existing. In order to truly leverage the business con-
nections you make, you’ve got to put in some effort.
Kuzmeski recommends using three main types of contact strate-
gies for keeping in touch:
• Meeting follow-up: Have a system for following up after a
meeting, call, or contact with an individual or a business. This could
be a handwritten note, an e-mail, a phone call, or even a social media
contact.
The Introvert’s...
continued from pg. 12
continued on page 28
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Indian Gaming Facilities
Listed  Alphabeticaly
Casino # of # of Year Established Games Amenities Top local Exec.
Address Employees Slots Restaurant/Lounge Title
City, State, Zip Tables Hotel Phone/Fax
Spa E-Mail
Event Center
Agua Caliente Casino 1,250 1,600 2001 Blackjack, 3-Card Poker, Y Scott Cooper
1. 32-250 Bob Hope Dr. 42 Craps, Roulette, Let it Ride, Y
Rancho Mirage, CA 92270 Pai Gow Poker, Mini Baccarat Y (760) 321-2000/202-2617
World Tour of Poker N www.HotWaterCasino.com
Augustine Casino 440 800 2002 Blackjack, Single 21 Y Robert Jones
2. 84-001 Ave. 54 10 Spanish 21, 3-Card Poker, N General Manager
Coachella, CA 92236 4-Card Poker N (760) 391-9500/391-9045
N bjones@augustinecasino.com
Cahuilla Casino 120 305 1995 Blackjack, Y Terry Hughes
3. 52702 Highway 371 4 3-Card Poker N General Manager
Anza, CA 92539 N (951) 763-1200/763-0850
N www.cahuilacasino.com
Fantasy Springs Resort Casino 1,100 1,957 1980 Slots, Blackjack, Y Paul Ryan
4. 84-245 Indio Springs Prkwy. 40 Poker, Asian Games, Y General Manager
Indio, CA 92203 California Craps, Video Roulette N (800) 827-2946/238-5606
Y www.fantasyspringsresort.com
Havasu Landing Resort and Casino 160 243 2002 Live Blackjack, Y Jacqueline Gordon
5. P.O. Box 1975-#5 Main St. 3 3 Card Poker, N General Manager
Havasu Lake, CA 92363 Video Poker, Keno N (760) 858-4593/858-5900
N www.havasulanding.com
Morongo Casino Resort & Spa 1,871 2,216 2004 Blackjack, Mini-Baccarat, Y Sean Sullivan
6. 49500 Seminole Dr. 101 Pai-Gow Poker, Craps, Y General Manager
Cabazon, CA 92230 3-Card Poker, 4-Card Poker Y (951) 755-5340/849-3181
Y www.morongocasinoresort.com
Pala Casino Spa & Resort 2,000 2,300 2001 Blackjack, Baccarat, Craps, Y Matt Swanson
7. 11154 Highway 76 88 Mini-Bacarat, Pai-Gow Poker, Y General Manager
Pala, CA 92509 Poker, Roulette Y (760) 510-5100/510-5191
Y www.palacasino.com
Pechanga Resort and Casino 4,500 2,000 1995 Slots, Video Poker, Y Steve Penhall
8. 45000 Pechanga Prkwy. 122 Blackjack, Mini Baccarat, Y General Manager
Temecula, CA 92592 Let It Ride, Pai Gow, Three Card Poker, Y (877) 711-2WIN/770-2571
Poker Room Y www.pechanga.com
San Manuel Indian Bingo and Casino 3,500+ 3,000 1986 Bingo, Slots, Y Ron Mastandrea
9. 777 San Manuel Blvd. 145 Blackjack, Y General Manager
Highland, CA 92346 Poker, Mini Baccarat, Card Craps N (909) 864-5050/862-8890
N www.sanmanuel.com
Soboba Casino 790 2,000 na Blackjack, 3-Card Poker, Y Richard Kline
10. 23333 Soboba Road 18 Let It Ride, Bingo N General Manager
San Jacinto, CA 92581 (951) 665-1000/665-1353
www.soboba.com
Spa Resort Casino 1,120 1,000 2003 Double-Deck Blackjack, Blackjack, Y David Fendrick
11. 401 East Amado Rd. 40 “Hot Water” Craps, Mini Baccarat, Y CEO
Palm Springs, CA 92262 3-Card Poker, 4-Card Poker, Y (760) 883-1000/883-1250
Pai Gow Poker, Spanish 21 Y www.sparesortcasino.com
Spotlight 29 Casino 675 2,000 1995 Blackjack, Y Robert Paull
12. 46-200 Harrison Place 34 Pai Gow Poker, Poker, N General Manager
Coachella, CA 92236 3 Card Poker N (760) 775-5566/775-2220
Y www.spotlight29casino.com
for the 3D sets. Back in the 1960s
networks didn’t want to commit to
color programming until there were
enough sets out there in TV land to justify the production cost.
Consumers didn’t want to buy color sets until there was enough pro-
gramming.
Today, that won’t be a problem. ESPN and Discovery are both
about to launch 3D channels. All of the new cartoons and features
being released in 3D will come out on 3D Blu-ray.
Meanwhile, up at George Lucas’s Skywalker Ranch in Marin
County, the technology is being reverse engineered to recreate such
films at the “Star Wars” and “Indiana Jones” series into 3D Blu-rays.
No doubt Lucas’s friend Steven Spielberg will convert things like
“ET” and “Close Encounters” and maybe even “Jaws.” (Looks like
you’ll have to buy them all over again.)
Unfortunately, I am told those old classics from Hitchcock and
Corman are too old to be converted.
Oh, did I tell you that there are new 3D glasses that you will have
to buy? The initial cost is $200 a pair. That’s a lot for something that
may become a doggy toy or something for the kids to lose or break.
I have been assured, though, that the price on them will come down
almost immediately.
The XpanD X102 DLP-Link 3D glasses are battery powered and
hard plastic. They are much heavier than the old theater cardboard
things that you got when “The Blob” came out. They even come with
a handbook.
The handbook reads: “When you see the world through both
eyes, you are actually looking at two pictures merged into one. Your
right eye and your left eye each deliver a separate image to your
brain, which meshes these two images into one three-dimensional
picture.”
Most movies in the past were
TV Battle...
continued from pg. 6
continued on page 29
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Meeting Facilities
Ranked By Total Square Feet of Meeting Facilities continued on page 30continued from page 15
Facility Meeting Rooms: Largest Meeting: Year Built Owner # of Rooms Room Rate Range Amenities General Manager
Address Total Sq. Ft. Last Renovated Headquarters # of Suites * May Be Seasonal Convention Contact
City/State/Zip Tot. Sq. Ft. Capacity # of Banquet Rms. Phone/Fax
E-Mail Address
Renaissance Esmeralda Resort 45 16,500 1989 CTF 560 $149-300 B,C,CR,F,G,GS, Tim Sullivan
6. 44-400 Indian Wells Ln. 100,000 1,992 2002 22 H,I,L,N,OC,P,R,RS, Megan Zemnick
Indian Wells, CA 92210 N/A S,SA,SD,SR,ST,W,T (760) 773-4444/773-9250
megan.zemnick@renaissancehotels.com
Trevi Entertainment Center 0 7,067 Mei & Michel Knight 13 $100-600 Bowling Facility, Private Rooms, n/a
7. 32250 Mission Andrew 92,000 3,999 2007 Lake Elsinore, CA 14 (an hour) Steak House, Sports Bar, Rene Rolander
Lake Elsinore, CA 92530 8 Banquet Kitchen (951) 674-6080
rene@trevientertainmentcenter.com
Hyatt Grand Champions Resort 24 20,000 1986 Grand Champions, LLC 530 $99-859 B,C,G,P,ST,GS,R, Allan Farwell
8. 44-600 Indian Wells Lane 88,000 1,500 1998 Denver, CO 78 RS,T,I,S,FF,L,SA, Avis Fillingham
Indian Wells, CA 92210 24 W,H,N,FP,OC,SR (760) 674-4046/674-4395
avis.fillingham@hyatt.com
Westin Mission Hills Resort 30 17,000 1991 Starwood Hotels & Resorts 512 N/A C,F,FP,G,GS,H Ken Pilgrim
9. 71333 Dinah Shore/Bob Hope Dr. 65,000 1,800 2008 White Plains, NY 40 I,L,N,P,R,T,W,X Teri Lockard
Rancho Mirage, CA 92270 30 B, RS, SD (760) 770-2104/770-2138
ranch@westin.com
Riverside County Fairgrounds 3 33,080 N/A N/A WND B,R, 3 Outdoor Facilities, Daryl Shippy
10. 46-350 Arabia St. 55,940 3,181 Riverside, CA N/A 15+ Acres Parking Pamela Salazar
Indio, CA 92201 3 (760) 863-8247/863-8973
www.datefest.com
Riverside Convention Center 15 20,800 1976 City of Riverside N/A N/A B,FP,OC, Exhibit Facilities, Sharon Sola-Ahluwalla
11. 3443 Orange St. 48,000 2,000 1996 Riverside 20 min. from Ont. Airp. Pam Sturrock
Riverside, CA 92501 15 (951) 346-4700/346-4706
psturrock@rcc-ca.com
La Quinta Resort & Club 33 17,000 1926 Morgan Stanley 800 $175-415 5 Golf Courses, Ralph Vick
12. 49-499 Eisenhower Dr. 46,000 1,800 2008 24 23 Tennis Courts, 7 Restaurants, Ivis Rose
La Quinta, CA 92253 33 9 B. Shops, 41 Pools, (760) 564-4111/564-7656
53 Spas resinquiry@laquintaresort.com
Rancho Las Palmas Resort & Spa 29 12,900 1979 Marriott Hotels/Resorts/Suites 444 $99-299 G,P,GS,R,T,F, Victor Woo
13. 41000 Bob Hope Drive 40,000 750 2006-2007 Washington D.C. 22 FP,N,C,H,I,W Dan Keyser
Rancho Mirage, CA 92270 29 (760) 862-4554/862-4521
vwoo@rancholaspalmas.com
Indian Wells Tennis Garden 47 3,150 1999 Private Owners 3 Call for Quote T,FP,L,F,N, Charlie Pasarel
14. 78-200 Miles Ave. 38,323 350 N/A Indian Wells 44 Full-Time Tennis Staff, Rolf Hoehn 
Indian Wells, CA 92210 N/A Pro Shop, (760) 345-2505/772-2522
1,607-Seat Stadium acabana@iwtg.net
Wyndham Palm Springs 14 12,571 1987 American Property Mgmt. 410 $99-299 B,C,CR,F,FP,GS, RS, Jim Davis
15. 888 Tahquitz Canyon Way 32,000 1,500 2009 La Jolla, CA 158 H,I,L,N,OC,P,R,S,SA Elena Winkelmann
Palm Springs, CA 92262 14 (760) 322-6000/322-5351
dwagner@wyndham.com
DoubleTree Hotel Ontario 13 12,800 1982 Hilton Corp. 484 $69-525 B,CR,F,FP,GS, Bassam Shahin
16. 222 N. Vineyard Ave. 27,000 2006 2008 Washington, DC 22 H,I,L,N,P,R,W,X Jennifer Carlson
Ontario, CA 91764 13 (909) 937-0900/937-1999
www.ontarioairport.doubletree.com
Marriott Ontario Airport 21 5,900 1986 Sunstone Hotels 299 $99-350 3 Restaurants, Full Service Health Randy Player
17. 2200 E. Holt Blvd. 25,000 450 2007 San Clemente, CA 6 Club, Steam Room, Massage Therapy, Sandy Lee
Ontario, CA 91761 8 Tennis, Basketball, (909) 975-5000/975-5050
Racquetball, slee@sunstonehotels.com
Heated Pool & Spa Men & Womens
Hilton Ontario Airport 28 5,300 1985 Prudential Real Estate 309 $89-169 P,F,C,R,X,ST,GS,F, Neil Poisson
18. 700 N. Haven Ave. 24,000 530 2008 Parsippany, NJ 132 W,H,RS,CR,I,S, Bette Gill
Ontario, CA 91764 28 L,N,SD (909) 980-0400/948-9309
bette.gill@hilton.com
Doral Palm Springs Resort 15 7,000 1985 Interstate Hotels & Resorts 285 $99-249 CR,F,FP,G,GS,I Elie Zod
19. 67-967 Vista Chino 23,000 650 2004 13 N,P,T,R,X,H Suzette Krause-Schmidt
Cathedral City, CA 92234 15 (760)322-7000/322-6820
suzette.krause@ihrco.com
Mission Inn Hotel & Spa 7 2,332 1902 Duane Roberts 239 $205-2954 Restaurants, Wedding Chapel, DSL Jim McCullogh
20. 3649 Mission Inn Avenue 20,000 275 (Theatre Style) 2006 29 Olympic Size Pool, Kelly’s Spa, David Diomedes
Riverside, CA 92503 275 (Reception) Wireless Internet, Airport Shuttle,(951)784-0300/782-7197
Concierge www.missioninn.com
B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies,
L=Lounge,N=Non-Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Nina DeMasi.  Copyright 2009 by IEBJ.
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World Trade=Opportunities for Local Businesses
Commerce Secretary Gary Locke Discusses Details of the
National Export Initiative—A new effort central to President
Obama’s goal of doubling U.S. exports and supporting new jobs
Commerce Secretary Gary Locke recently unveiled details of
President Obama’s National Export Initiative (NEI).  During the
State of the Union speech, the president announced a goal of dou-
bling exports over the next five years to support two million jobs in
America.
Locke detailed how the Export Initiative will help the country
reach that goal—providing more funding, more focus and more
cabinet-level coordination to
grow U.S. exports. The NEI
represents the first time the
United States will have a gov-
ernment-wide export-promo-
tion strategy with focused
attention from the president
and his Cabinet.
“Increasing the export of
American products and servic-
es to global markets can help
revive the fortunes of U.S.
companies, spur future eco-
nomic growth and support jobs
here at home,” Locke said.
“This initiative will correct an
economic blind spot that has
allowed other countries to chip away at the United States’ interna-
tional competitiveness.”
The National Export Initiative is focused on three key areas:
1. A more robust effort by this administration to expand its trade
advocacy in all its forms, especially for small- and medium-sized
enterprises. This effort includes educating U.S. companies about
opportunities overseas, directly connecting them with new cus-
tomers and advocating more forcefully for their interests.
2. Improving access to credit with a focus on small- and medi-
um-sized businesses that want to export.
3. Continuing the rigorous enforcement of international trade
laws to help remove barriers that prevent U.S. companies from get-
ting free and fair access to foreign markets.
In addition to improving efforts in those areas, the Export
Initiative creates an Export Promotion Cabinet reporting to the
president that will consist of top leaders from agencies that can con-
tribute to this effort, including from the Commerce, State and
Treasury Departments, the U.S. Trade Representative, the Small
Business Administration, the Export Import Bank and the U.S.
Department of Agriculture.
“The link between increased exports and high-quality jobs is
significant enough to demand a smart, concerted effort to maximize
this economic opportunity. We aren’t going to leave any jobs on the
table,” said United States Trade Representative Ron Kirk. “The
U.S. Trade Representative’s mission is to tear down foreign barri-
ers to American exports and to open up new markets for U.S. goods
and services. And with our partners across the government, we’ll
work to ensure that job-creating export opportunities are available
around the world to American businesses of every size and type.”
Within 180 days, each of the departments in the Export Cabinet
will be responsible for submitting a detailed plan to the president
about how it will enhance American exports. Those plans will be
integrated into the strategy laid out in the NEI.
“The National Export Initiative’s coordinated effort to increase
American exports will not only generate important income oppor-
tunities for farmers and ranchers, but also create off-farm jobs, fur-
thering the Obama Administration’s work to strengthen and revital-
ize America’s rural communities,” Agriculture Secretary Tom
Vilsack said.  “This renewed emphasis on trade will help America’s
agricultural producers, who are the most productive in the world,
further expand the United States’ agriculture trade surplus and con-
tribute to the continued growth of our economy.”
Access to Export Financing
To improve access to credit, the president has called upon the
Export-Import Bank—which provides critical financing when pri-
vate banks are unwilling or unable—to increase its financing avail-
able for small- and medium-
size businesses from $4 billion
to $6 billion over the next year.
The 2011 budget also allocates
additional money to help the
Export-Import Bank adminis-
ter its expanded efforts.
Progress is already being
made. During the last three
months alone, the bank has
authorized $1 billion in small
business financings and added
112 new small business
clients—many of whom were
first-time exporters—that are
selling everything from nan-
otechnology-based cosmetics
to date palm trees to sophisticated polymers to 45 countries around
the world.
Export-Import’s increased activity will dovetail with the admin-
istration’s other credit expansion efforts, including President
Obama’s recent proposal to redirect $30 billion in repaid TARP
loans to boost lending to small businesses.
“In face-to-face conversations with foreign companies and gov-
ernment officials during the past year, I have consistently heard the
same message—they want to buy high quality U.S. goods and serv-
ices, and they want more American companies to sell to them. Ex-
Im Bank is prepared to increase our outreach to both buyers and
small- and mid-sized businesses to provide critical export financing
and help us achieve the president’s goal of doubling U.S. exports
within the next five years,” said Fred P. Hochberg, chairman and
president of the Export-Import Bank of the United States.
More Resources for Export Promotion Efforts
The president increased the Commerce Department’s
International Trade Administration (ITA) FY2011 budget by 20 per-
cent to help meet the goals of the NEI. Those new resources will
allow ITA to:
• Bring on as many as 328 trade experts to serve as advocates
for U.S. companies;
• Assist more than 23,000 clients to begin or grow their
export sales in 2011;
• Put a special focus on increasing the number of small- and
medium-sized businesses exporting to more than one market by 50
percent over the next five years;
• Increase their presence in emerging high-growth markets
like China, India and Brazil;
• And develop a comprehensive strategy to identify market
opportunities in fast-growing sectors like environmental goods and
services, renewable energy, healthcare and biotechnology.
Under the NEI, the 2011 budget also allocates $54 million to
enhance the U.S. Department of Agriculture’s export promotion
activities. That is going to result in
more technical assistance to help continued on page 34
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Francisco J. Sánchez Sworn in as Under Secretary of Commerce for
International Trade
Francisco J. Sánchez was
sworn in as Under Secretary of
Commerce for International
Trade after receiving a recess
appointment from President
Obama. U.S. Commerce Deputy
Secretary Dennis Hightower
administered the oath of office
to Sánchez who will direct the
Department of Commerce’s
International Trade
Administration (ITA).
As Under Secretary,
Sánchez leads an organization
that supports efforts to strength-
en the competitiveness of U.S.
industry, promotes trade and
investment, and ensures compli-
ance with trade laws and agree-
ments. ITA’s mission to help
create jobs through trade has
been enhanced by President
Obama’s National Export
Initiative.
Sánchez’s major priorities
for ITA include targeting oppor-
tunities for American business
expansion in emerging interna-
tional markets; increasing the
export capacities of all U.S.
businesses, especially small-
and medium-sized enterprises;
capitalizing on U.S. advances in
emerging technologies; and vig-
orously enforcing trade laws
that will allow U.S. businesses
to compete fairly in global mar-
kets.
Sánchez most recently
served as a senior advisor to
Secretary Locke on internation-
al trade issues.  He served as the
chairman of the National
Hispanic Leadership Council
and also provided policy support
on issues pertaining to Latin
America. Sánchez now brings
his wide range of experience in
both the federal and state gov-
ernment, as well as the private-
sector, to his leadership position
at ITA.
When Planning Your
2010
Advertising Budget
Consider the
Inland Empire
Business Journal
P: (909) 605-8800
F: (909) 605-6688
www.busjournal.com
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San Manuel extends charitable arm
The San Manuel Band of
Mission Indians has donated
$3.7 million to the
University of Redlands to
establish an endowed chair
in Native American Studies
and lifelong learning pilot
program.
The tribe has also donat-
ed $600,000 to Community
Hospital of San Bernardino
for the purchase of surgical
equipment and $500,000 to
the Dorothy Ramon Learning
Center in Banning, a non-
profit dedicated to preserv-
ing Southern California
Indian Culture.
The awards were
announced at the tribe’s
Second Annual Forging
Hope Luncheon  which drew
dozens of nonprofits
throughout the region.
Highlighting this year’s
event was the presentation of
the tribe’s inaugural ‘Yawa
Award’ to several local char-
ities and the unveiling of an
enhanced charitable giving
program.
‘Yawa’ is a word and
concept in the tribe’s native
Serrano language that calls
for one to act on their
beliefs.
“Sharing has always been
integral to the culture of the
Yuhaviatam Clan of Serrano
Indians (San Manuel) and it
is in this tradition that we
gather here today,” San
Manuel Chairman James
Ramos said. “The tribe is
pleased to unveil the first
Yawa’ awards and an
enhanced charitable giving
program to carrying forward
our culture of sharing into
the future.”
San Manuel presented the
Havasupai Tribe of Arizona
the Yawa’ Award in the eco-
nomic development program
area for its partnership with
San Manuel in 2008 to
rebuild its tourism business
following a torrential flood.
The Second Harvest Food
Bank of Riverside and San
Bernardino Counties was
recognized for its distribu-
tion of more than 1.9 million
pounds of food every month
to regional food pantries.
The tribe bought five new
semi trucks for the nonprofit
in 2009 so it could upgrade
its distribution fleet and
meet new air quality stan-
dards.
San Manuel has con-
tributed some $40 million to
charities since 2001.
Through partnerships with
charitable organizations and
community groups, San
Manuel honors the ancestral
Serrano value of sharing
resources with others.
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R E S T A U R A N T R E V I E W
Haandi, the Exclusive Indian Restaurant in Rancho Cucamonga,
Is a Welcome Treat
By Joe Lyons
First, let’s get past the pro-
nunciation. It’s not Honda, like
the car. It’s not handy as in con-
venient. Its Ha-ah-dy.
Having settled that, let me
tell you that Haandi is an exclu-
sive Indian restaurant with their
specialties cooked in a tandoor
(clay oven).
The location is where
Primavera used to be, on Haven
in Rancho Cucamonga. It has
the same owners, who also own
the Antonio’s Italian restaurant
just down the road at Foothill
and Vineyard. Owner Sartaj
Singh decided, about a year ago,
that two Italian restaurants was
one too many. Since he and his
family happened to be eastern
Indian, he decided to turn one of
his facilities into an Indian
restaurant.
It is obvious that he is sensi-
tive to the tastes of Inland
Empire dinners. If you are
expecting a menu of lamb and
curry, you won’t be wrong. But
the variety of items on the
menu, and the adjustments to
American tastes, makes Haandi
a welcome treat. Much of the
dark wood decor from the earli-
er format remains, leaving a
warmer, more sophisticated
feeling than many Indian restau-
rants have to offer.
For many of us, like myself,
who are not regular Indian food
eaters, let me recommend the
buffet lunch as an introduction.
It offers you a variety of items,
some familiar, like the salads,
and some serendipitous, like the
tandoori chicken, the lamb and
the rice.
Take as little or as much as
you like and give yourself a
chance to learn what there is to
enjoy. You will want to ask for
garlic nan, the leavened garlic
bread that works as a pusher, or
for a holder. Even by itself, it is
a treat.
By the way, an expanded
version of the buffet is available
as Sunday brunch, including
Champagne.
The regular menu is as
authentic as possible. All 20 of
the vegetable dishes are curried
and come with mint chutney.
There are 10 curried lamb selec-
tions. Chicken comes in over a
dozen selections, including the
continued on page 35
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center for employment training that
supports other complementary proj-
ects such as CREST (C R E S T),
WIB (Workforce Investment Board) programs, Unemployment
Office and like organizations. By providing office and counseling
space at minimum cost, they will support other outreach programs
that will create a synergistic education and employment hub - a “one-
stop” for manufacturing skills training and employment services.
This will reduce the need for additional transportation requirements
and effectively reduce costs by co-locating administrative require-
ments for all organizations involved. 
Immediately upon starting the Machine Trades Training Program,
TET will also move quickly to take advantage of the opportunity to
provide specialty manufacturing training regarding Solar PV (Photo
Voltaic). This is a specific manufacturing training component that can
lead to local manufacturing of solar energy system components and
installation of such systems. 
As a center for technology and manufacturing training and
employment, TET, Inc. will positively impact the Inland Valley com-
munity by targeting a student population consisting of potential high
school dropouts, the students who have dropped out, Regional
Occupation Program (ROP) students, continuation school students,
and workers in re-entry programs, the unemployed and current high
school students. This program focuses on implementing solutions at
the source of the problem that other programs have difficulty encom-
passing. That difficulty has historically been to offer training and
employment opportunities to a wide variety of people in various sit-
uations. The TET Machine Trades Training Program also encompass-
es a diverse student population in an assortment of circumstances
with consideration of age, education and skill.  
Target Populations
The TET training program will begin by specifically targeting “at
risk” youth, such as continuation school students, those who have
withdrawn from the school system and dislocated youth.
Opportunities for participation will be extended to area ROP and
high school students desiring an exposure to a career in manufactur-
ing and/or machine trades. The facility would be used as a compre-
hensive Magnet School Site for all the high schools who do not offer
manufacturing technology. Schools will bus students to the training
site for two-hour blocks of time to provide them with entry-level
skills in Computer Aided Design/Computer Aided Manufacturing
(CAD/CAM). The program will tie into the county’s youth program
providing students entry-level skills into industry.
The Machine Trades Training Program will also offer accelerated
courses to community unemployed and dislocated workers to
enhance the individual work skills for employment. The project will
be a vehicle for community crime prevention through education and
vocational training opportunities leading to viable wage jobs.
Technical Employment Training, Inc. will work in conjunction with
Community Re-entry Education/Employment Services & Training
(CREST) Program to contract with the Department of Corrections to
support aspects of a re-entry program.
Kelly Space...
continued from pg. 2
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When:
April 22, 2010
Where:
Ontario Hilton
700 N. Haven Ave.
Ontario, CA 91764
Time:
5:30 p.m.-9:00 p.m.
Cost:
$15.00
Area Wide REN Mixer
Approximately 100 exhibitors
REGISTER NOW!!!
For more information or to exhibit call
(909) 952-5599
or email vince@referralexchangenetwork.com
Sponsored By:
MEGA
MIXER
take your job home with you,” says
Loomer. “This not only makes
things more stressful for you but it
also puts undue pressure on those around you. I am a firm believer
that you get what you give. If you are happy, those around you will
be happy as well.”
Know which rung on the ladder is right for you. Do you want
to be responsible for the success or failure of your company? If so,
move up the ladder. Do you want to go home at five every day and
forget about work until the next morning? Then moving up the lad-
der is not for you. “Most people want to move up the ladder because
that’s what they’ve been told they should do,” explains Loomer. “But
the really important thing is that you do your job to the best of your
ability and you are happy doing it.”
Shut up and listen. If you don’t know what you don’t know, then
seek out some experienced advice. A mentor can warn you about
things you may never have considered and keep you from being
blindsided by unforeseen events or costs. As hard as it may be, the
first step is to admit to yourself that you don’t know everything.
Learn the difference between e-communication and real com-
munication. Communicating with people is an opportunity not only
to transfer information, but also to build relationships with them at
the same time. With all the forms of electronic communication avail-
able today, our conversations are becoming more and more imper-
sonal. “Not only are texts and e-mails inefficient and sometimes car-
ried to ridiculous extremes, they are also costing us our personal rela-
tionships,” says Loomer. “I want employees who will interact with
people and solve problems. If you can’t interact with people directly,
you have no value.”
Add sales to your skill set. When it comes to You, Inc., there is
only one person on the sales team: you! Despite what your resume
says, adding sales to your skill set is a must. Whenever you are try-
ing to pitch a new idea to your company, you’ll have to have a sales
pitch that is convincing and sound. And if you are vying for a promo-
tion or raise, you’ll need to be prepared to pitch yourself. “Be ready
to defend your views and have answers for the tough questions,”
asserts Loomer. “And remember, everybody has a right to their own
opinions, so don’t get defensive if someone disagrees with you—just
support your ideas with solid research and your own enthusiasm, and
they’ll be singing a different tune in no time.”
If it isn’t broken, don’t fix it. In business, change can often be
confused with progress. Often you’ll find that companies are making
changes and improvements for the sake of change—and not because
anything was truly wrong in the first place. Likewise, employees feel
the pressure to constantly make improvement to things to keep up the
appearance of productivity and to prove their worth. But Loomer
says that this is a mistake. “The only reason to change something is
to make it better than it was previously,” he says. “The goal is
improvement. Put a time limit on your own goals so that you don’t
chase a bad idea longer than you should. And if the system, idea, or
product you currently have in place works well—then let it be, and
concentrate your efforts on the things that truly need it.”
Say no to working vacations. When you take your vacation, take
your vacation! Remove yourself from the job completely. Don’t offer
to check e-mail and voicemail while you are away. “I have made this
mistake and I can tell you if you do it, you might as well have stayed
at work,” says Loomer. “A lot of
You Inc...
continued from pg. 18
continued on page 39
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INLAND EMPIRE People and Events
The Desert Hot Springs Women’s Club held its
annual fashion show and luncheon last month. The event
was hosted at Miracle Springs Resort & Spa.
All proceeds went to scholarships for Desert Hot
Springs High School graduates and to support local
children. Last year, the club raised enough money for 18
scholarships.
For more information about The Rancho Mirage
Women’s Club or to donate call (760) 773-2133 or visit
www.deserthotspringsonline.com/dhs_womens_club_ho
nors_life.htm.
A successful charity golf tournament raised money
for Food Now Food Bank in Desert Hot Springs. The
event featured a hole-in-one contest, drawings and golf-
related prizes.
The event was hosted by Hidden Springs Country
Club.
Fore more information about Food Now Food Bank
call (760) 329-4100 or visit
www.foodnowinc.googlepages.com.
Indian Wells will receive at least $8 million from its
Redevelopment Agency to help fund certain city
projects, including a long-awaited improvement to the
city's oldest neighborhood.
For more information about the city of Indian Wells
visit  call (760) 346-2489 or visit www.indianwells.com. 
Fresh & Easy had its grand opening for its first store
in La Quinta. The grocery store, which has locations in
Cathedral City, Indio, Palm Desert and Palm Springs, is
expected to open a second store in La Quinta.
For more information about Fresh & Easy visit
www.freshandeasy.com. For more information about the
city of La Quinta visit www.la-quinta.org.
Isabel Olea, an eighth-grader at Workman Middle
School in Cathedral City, won third place in the sixth
annual C-SPAN StudentCam 2010. Her eight-minute
documentary about unemployment earned her a nation-
al TV appearance.
For more information about C-SPAN StudentCam
2010 visit www.studentcam.org.
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•Periodic individual contact:
Reach out to existing contacts on a
systematic, periodic basis to stay in touch and maintain the relation-
ship.
• Communication campaigns: Target a subgroup within your
network (e.g., clients, prospects, etc.) whenever you have something
you particularly want them to know.
“Many people have the best of intentions when making a new
business acquaintance, but they just haven’t acquired the proper
strategies for truly keeping in touch,” says Kuzmeski. “Yes, the
prospect of staying connected to all 1,000-some folks in your
LinkedIn network seems daunting. But if you break it down to reach-
ing out to 20 or so people a week, the task is much more manageable.
Be diligent! The hardest part about keeping in contact is doing so
consistently. Remember, the rewards are worth it. Your contacts will
remember your name and will appreciate your efforts!”
Don’t just hear—listen. Hearing is a physical ability. Listening
is a skill that must be learned and practiced. In today’s hectic, instant-
everything world, most people just aren’t willing to take the time.
Admit it: As you’re listening to a team member deliver a report,
you’re already thinking about how those results might be applied.
Now, while there’s nothing wrong with mentally multitasking and
being eager to get to the next step, there’s also a great deal to be
gained from hitting the pause button and focusing on others.
So, what does it mean to “really” listen? Kuzmeski offers sever-
al suggestions:
• In addition to hearing what someone else has said, actively
try to understand his or her words in your own way, and ensure that
you understand what he or she means. Ask questions to confirm that
any assumptions you’ve made are true.
• Make sure the speaker has your full attention. Watch for non-
verbal cues, stay focused, and don’t interrupt.
• Show that you’re listening. Let your face display a range of
emotions that reflect that you’re paying attention, and acknowledge
what the speaker is saying every so often with an “Uh-huh” or a
“Sure.”
• Most importantly, remember that you’re there for the speak-
er, not the other way around. Your job isn’t to jump to conclusions or
one-up the other person with a story of your own!
“Because so few people truly practice the art of listening, it’s the
most effective way to make lasting connections with others,” con-
firms Kuzmeski. “Being a good listener sets you apart! It makes you
very likeable because others will feel comfortable and valuable when
they’re with you. Cultivating this skill will bring you satisfied cus-
tomers, content employees, and trusting supervisors. Guaranteed.”
Make emotional connections. When getting to know a client or
co-worker, try to understand where that person is coming from as
completely as you can. Kuzmeski calls this technique asking “heart
questions.” For example, if you are a financial advisor, instead of
simply presenting a numbers-based plan, you might first ask ques-
tions about your prospect’s family: How many children does she
have? What is her personality like? How does she handle money?
“By connecting emotionally with people, you open up a line of
trust that causes them to want to work with you,” explains Kuzmeski.
“And the more you know about your clients, coworkers, leaders, etc.,
the better you’ll be able to provide
The Introvert’s...
continued from pg. 18
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Gene Wood Joins Inland Community Bank Board
Inland Community Bank (ICB), headquartered in Ontario, has
brought aboard the local banking luminary Eugene “Gene” Wood as
the newest member of the board of directors.
“Gene knows his stuff,” says bank President and Chief Executive
Officer James Cooper. “While banks are contracting and closing, ICB
is expanding, and Gene will contribute to that expansion as few oth-
ers can.”
Born in San Bernardino and now a Beaumont resident, Wood has
more than 45 years in banking. He brings a breadth and wealth of
experience to ICB that few others nationwide could match.
Wood worked with former Security Pacific Bank (acquired by
Bank of America in 1992) for 23 years, becoming manager of the
commercial loan, construction loan and SBA division for San
Bernardino, Inyo and Mono counties.
It was in 2000, while on the board of directors of Valley Bank in
Moreno Valley, that Wood was asked to take over that 40-year-old
financially troubled institution as president.
Within just two years Wood had transformed the bank into a well-
capitalized business with no problem loans.  The success caught the
attention of the 11th largest bank in the world, Spain’s BBVA of
Madrid, who soon bought the bank. Wood stayed on for a year as
chief operating officer, leading the bank’s expansion from seven
branches to 45 additional branch offices throughout California.
As Wood says, “I could have stayed on, but it was just time to do
something different. A few years later, in 2005, I left to establish
Inland Valley Bank, a division of South County Bank in Orange
County, acting as the president.” It was while there that he led the cre-
ation of a Redlands division, Inland Valley Bank, to serve small- to
medium-sized businesses and among many other functions, finance
loans for equipment, commercial real estate and construction.
“My life has been a wonderful experience,” said Wood. “In my
career I’ve had the opportunity to do things I’d never have dreamed
I could be able to do when I was a young man, and I’ve met people I
never thought I could have met.”
It was through a friend with ICB that he was urged to come out
of his “retirement” to join the company in some capacity. Bank
President and Chief Executive Officer James Cooper asked Wood to
accept a coveted board of directors’ position as well as serve as chair-
man of ICB’s Loan Committee.
Cooper says, “While most banks today are spending their time
solving problems, at ICB we don’t have those same issues. We put
our time into helping clients grow their businesses. I always tell
them, ‘If we can’t add to your bottom line, you don’t need us.’
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only able to provide one image
on the screen. Thus 3D effects
have to be simulated by other
means. Your XpanD 3D glasses,
however, are able to provide a
different view for each eye,
more closely simulating true 3D
vision.
Each scene of your 3D con-
tent has two images, one drawn
from a right eye view and the
other from a left-eye view. Your
display shows these alternating
views so fast that your eyes can-
not see the change.
Your XpanD 3D glasses are
equipped with shutters in each
lens. So, when the right-eye
image is displayed on the
screen, the left lens of your
XpanD 3D glasses is closed,
allowing only the right eye to
see the image. When the left-eye
image is displayed, the process
is reversed and only the left eye
can see the image. These images
alternate so quickly that the eye
sees only one smooth picture,
making it look like you are actu-
ally inside a 3D environment.”
There is also a sociological
thread here.
What used to be the “parlor”
in many homes became the liv-
ing room as the fireplace got
replaced by the console radio
and then the TV as the center of
the room. Now we are talking
about the Entertainment Center
(including the multi-channel
Dolby sound system) and there
is even new furniture designed
for it. Check out the lounge
chairs and curved sofas with cup
holders and built in refrigera-
tors.
Your Entertainment Center
is built around the big screen TV
that doubles as the monitor for
the video games attached to the
Playstation or Wii or whatever.
This leads to another event on
that day in Rancho Cucamonga.
The new 3D “Avatar” video
game was also introduced.
This is something for the
kids to fight with the folks over.
And they tell us that TV has
killed family conversation.
TV Battle...
continued from pg. 19
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Meeting Facilities
Ranked By Total Square Feet of Meeting Facilitiescontinued from page 20
B=Business Service, C=Concierge, CB=Complimentary Continental Breakfast, CH=Complimentary Cocktail Hour, CR=Corporate Rates, F=Fitness Facility, FP=Free Parking, G=Golf Course, GS=Gift Shop, H=Handicapped Rooms, I=In-Room Movies,
L=Lounge,N=Non-Smoking Rooms, OC=Outside Catering, P=Pool, R=Restaurant, RS=Room Service, S=Spa, SA=Sauna, SD=Senior Discounts, SR=Steam Room, ST=Satellite Television, T=Tennis, W=Weekend Packages, X=Transfers from Nearest Airport
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Nina DeMasi.  Copyright 2009 by IEBJ.
Facility Meeting Rooms: Largest Meeting: Year Built Owner # of Rooms Room Rate Range Amenities General Manager
Address Total Sq. Ft. Last Renovated Headquarters # of Suites * May Be Seasonal Convention Contact
City/State/Zip Tot. Sq. Ft. Capacity # of Banquet Rms. Phone/Fax
E-Mail Address
Kellogg-West Conf. Center & Lodge 20 2,820 1972 Cal Poly Pomona Foundation 85 WND Complete Meeting Packages, Cameron Edmonds
21. 3801 W. Temple Ave. 16,000 250 2006 Pomona, CA 4 Full-Service Conference Center, Shelly Walsh
Pomona, CA 91768 1 B,F,H,I,N,P,R,RS,S,X (909) 869-2222/869-3026
kwest@csupomona.edu
Palm Springs Hilton 10 5,400 1981 The Walters Co. 260 $79-249* C,CR,FP,GS,H,I,L, Aftab Dada
22. 400 E. Tahquitz Canyon Way 15,000 500 2008 Beverly Hills, CA 71 N,P,R,T,W,X,F,S John Marshall
Palm Springs, CA 92262 10 (760) 320-6868/320-2126
john.marshall@hilton.com
Lake Arrowhead Resort 10 4,004 1982 Pacific Capital 162 $149-299 CR,F,FP,GS,H, Steven Boswell
23. 27984 Hwy. 189 11,000 450 2007 Roseville, Ca 11 I,L,N,P,R,RS,T, Shelley Berry
Lake Arrowhead, CA 92352 11 OC,SD,ST (909) 336-1511/744-3088
info@laresort.com
DoubleTree Hotel-Claremont 6 3710 1961 H.W. All Starts, LLP 190 $129-229 BS, CB,R, P, J, F, Andrew Behnke
24. 555 W. Foothill Blvd. 10,000 400 2006 N/A 4 GS, H,I, L,N, OC, RS, SD, John Gutzwiller
Claremont, CA 91711 6 W, X (909) 445-1823/445-1829
jgutzwiller@doubletreeclaremont.com
Hilton San Bernardino 14 5,000 1982 S.B. Hotel Corp. 251 $119-495 P,GS,R,W,H,RS,CR,I,S, Tim Jenkins
25. 285 E. Hospitality Lane 10,000 600 2008 Los Angeles, CA 13 X,L,N,SD,FP,Mini Fridge Dael Strange
San Bernardino, CA 92408 14 Comp. AM Coffee (909) 388-7910/381-2713
JSBHI-Salesadm@hilton.com
Holiday Inn Palm Springs-City Center 5 3,128 1969 Barney Hospitality 249 $75-110 Olympic Size Pool, 2 Therapy Tom Van Winkle
26. 1800 East Palm Canyon Drive 9,000 350 2008 San Diego, CA 20 Jacuzzis, 5 Hole Putting Green, Bill Forrester
Palm Springs, CA 92264 5 His & Hers Saunas, (760)  323-1711/322-1075
Massage Therapy tvanwinkle@hipalms.com 
Shilo Hilltop Suites 13 5,500 1985 Shilo Inns, Inc. 0 $99-195 Complimentary Breakfast Buffet, Lori Schwermer
27. 3101 Temple Ave. 8,363 570 2008 Portland, OR 131 Complimentary Pickup & Delivery to na
Pomona, CA 91768 2 Ontario Airport, Free Highspeed(909) 598-7666/598-4627
Internet Access lori.schwermer@shiloinns.com
Pharaoh’s Water & Theme Park 4 6,000 1996 Ayana Management N/A Audio, na
28. 1101 N. California St. 8,000 N/A Redlands, CA N/A Video, Full Catering, na
Redlands, CA 92374 4 Bar (909)335-7275/307-2622
www.pharaohslostkingdom.com
Spa Resort Casino 11 2,100 1953 Agua Caliente Band 228 $89-299 CR,F,FP,GS,H,RS,R,N, Jeff Pepple
29. 100 N. Indian Canyon Drive 7,879 200 2007 Rancho Mirage, CA 24 P,I,S,X,F,SA,SD Mary Clark
Palm Springs, CA 92262 4 (760) 778-1579/7781521
mclark@srcmail.net
Indian Wells Resort Hotel 7 4,800 1987 L.R.K. West, Inc. 126 $79-329 G,GS,P,R,L,F,X,S,I, Brad Weimer
30. 76-661 Hwy. 111 7,000 380 2008 Indian Wells, CA 29 RS,T,CR,W,H, Kristi Prieto
Indian Wells, CA 92210 7 C,N,FP,CB (760) 345-6466/772-5083
kristi@indianwellsresort.com
Shilo Inn Hotel 4 874 1985 Shilo Inn, Inc. 160 $99-195 B, CB, CH, CR, F, FP, H, Lori Schwermer
31. 3200 Temple Ave. 2,410 90 2009 Portland, OR 0 I, L , OC, P, R, RS, S, SA, n/a
Pomona, CA 91768 1 SO, SR, ST, X (909) 598-7666/598-4627
lori.schwermer@shinoinns.com
Best Western Heritage Inn 3 1,300 1994 Great Western Hotels Corp. 115 $89-159 Heated Pool & Spa, Jennifer Morgan
32. 8179 Spruce Ave. 2,370 175 2008 Orange City, CA 10 Continental Breakfast, Cheryl Derrick
Rancho Cucamonga, CA 91730 3 Preminum Movie & Sport TV, (909)466-1111/466-3876
Private Exec. Lvls cderrick@bwheritageinn.com
Best Western Inn Suites 3 1,500 1990 James Wirth N/A $89 -129 Comp. Brkf. Buffet, Comp. Dennis Monte
33. 3400 Shelby St. 1,500 120 2009 Phoenix, AZ 150 Social Hour, BBQ Wed., Kathryn Barner
Ontario, CA 91764 3 50 Suites w/Jacuzzi Tubs, (909) 466-9600/941-4374
FP, P, S, F, X kbarner@innsuites.com
Highland Springs Resort  3 2,450 1971 OnSite 91 $60-150 Olympic Pool, Jacuzzi, Saunas, Michael Ham
34. 10600 Highland Springs Ave. na 250 2008 2 High & Low Ropes Course, Tennis Tom Chong
Beaumont, CA 92223 1 Courts, Hiking Trails, (951) 845-1151/845-8090
Horseback Rides info@hsresort.com
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Boston’s Restaurant & Sports Bar raises record-setting funds for
Juvenile Diabetes
Proceeds from National
Valentine’s Fund-raiser to
benefit diabetes research
Boston’s Restaurant &
Sports Bar (Boston’s) raised
$100,000 for the Juvenile
Diabetes Research Foundation
International (JDRF), the
largest charitable funder and
advocate of diabetes science
worldwide, during its annual
Valentine’s fund-raiser to sup-
port the organization’s efforts
in funding critical research
toward finding a cure for type
1 diabetes and its complica-
tions.
During the recent
Valentine’s fund-raiser,
Boston’s restaurants across the
United States sold 23,366
heart-shaped pizzas, 27,711
desserts and 42,777 paper hearts. An additional $6,146
was raised through local
events held at various
Boston’s locations. Boston’s
donated all proceeds from the
paper hearts and $1 from each
food item sold to JDRF
research.
“We are very grateful to
our patrons, franchisees, and
community leaders for their
support in this endeavor,” said
Mike Best, Boston’s chief
operating officer. “With their
help, we doubled the amount
of paper hearts sold and more
than tripled the funds raised
for JDRF from last year. We
look forward to continuing our
partnership with JDRF and to
setting a new fund-raising
record in 2011.”
This was the second year
the Boston’s restaurant system
in the U.S. partnered with
JDRF to raise awareness and
funding for the treatment and
cure of type 1 diabetes. The
Valentine’s fund-raiser tradi-
tion began 11 years ago by its
parent company, Boston Pizza
in Canada.  In 2009, the U.S.
Boston’s Valentine’s promo-
tion raised $31,041 for JDRF.
“The funds raised by
Boston’s Pizza from this
year’s fund-raiser will go
toward research that will
affect millions of Americans
with type 1 diabetes and their
families,” said Courtney
Davies, JDRF national direc-
tor, corporate relations. “We
thank Boston’s for their con-
tinued support and all those
who gave so generously to this
cause.”
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HomeAid Inland Empire Remodels
Olive Crest Home
When Olive Crest, a leader
in the prevention and treatment
of child abuse, mentioned to
HomeAid Inland Empire that
their residential homes needed
remodeling, the non-profit
group was ready to help. They
returned to the site, where 10
years earlier, K. Hovnanian
Homes had participated in a
competition with three other
local home builders to build four
homes in two weeks at Olive
Crest's Inland Community
Children’s Ranch.
“It took a bit more than a
fresh coat of paint, but it was
worth it,” said Jim Perry, divi-
sion president of K. Hovnanian
Homes and HomeAid Inland
Empire board member.
“Our commitment to build-
ing and renovating shelters for
temporarily homeless men,
women and children is an on-
going process.   It is rewarding
for us to know the residential
facilities that we have built in
the community are serving their
purpose so completely that some
renovation work is needed after
a number of years. With one
house down, there are three to
go, still in need of renovation.
HomeAid is eager to help but
needs builder captains and vol-
unteers to step up to the plate
and make it happen.”
The HomeAid team of 25
volunteers which renovated the
first house, included K.
Hovnanian employees and their
subcontractors, and was led by
Paul Hepler, senior production
manager for K. Hovnanian
Homes.  Hepler, who was on the
job 10 years ago delivering fur-
niture to the site,  led the renova-
tion project this time around.  
The Olive Crest home is
3,000 square feet, with seven
bedrooms, a large family room
and dining area, a kitchen and
large rear yard.  The houses at
the Ranch are designed to
accommodate group-home liv-
ing and serve as learning envi-
ronments for the teens as they
gain the skills to live independ-
ently and to lead a positive
lifestyle.  According to Gina
Johnson, regional director of
development for Olive Crest,
the average stay at the Ranch is
nine months to a year.  Many of
the teens are abused, neglected
or considered at-risk and were
referred by agencies such as
Child Protection Services or the
Department of Public Social
Services. 
Olive Crest provides safe
homes and loving families for
abused and neglected children,
education and counseling and is
dedicated to preventing child
abuse and to preserving the fam-
ily one life at a time. For more
continued on page 36
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two million jobs below its peak in
2007 by the end of 2012! Even after
creating about 200,000 jobs a month
in 2011, the economy will find it very difficult to climb out of the 8.4
million lost-job hole it dug for itself.
The Basis for Recovery
The recovery we envision is based on strength in business equip-
ment and software, exports, and a revival in home construction from
its postwar nadir to a more normal level of housing starts. With the
exception of housing, all of these forces are now in train.
Growth will be held back by declines in nonresidential construc-
tion and the hitherto resistant state and local government sector.
Nonresidential construction is suffering from weak demand and the
after effects of the credit crisis. As is typical for most cycles, nonres-
idential construction lags the overall economy. Thus, we expect to
witness a recovery here starting in the sec-
ond half of 2011.
In contrast, the ongoing restructuring
of state and local government represents a
fundamental structural adjustment.
Something more than the recession is at
work. The era of public employment and
compensation well exceeding private sec-
tor averages is coming to an end. Further
exacerbating the situation is the trillion
dollar underfunding of state and local pen-
sion plans. A gap that will be closed by a
combination of reduced employment,
lower pay, lower benefits, higher employ-
ee contributions and higher taxes.
Although the recent data on retail sales
have been somewhat better than expected,
we continue to believe that balance sheet
impaired consumers will rein in their
spending. To be sure, consumer spending
will be growing, but the 2% or so growth that we are forecasting will
be far less ebullient than the 2005-07 housing bubble era.
Interest Rates and Inflation: The Big Question Marks
Despite the high unemployment rates we forecast, with the econ-
omy on the mend, we anticipate that the Federal Reserve will start
moving away from its zero interest rate policy this fall. Simply put,
the financial emergency of 2007-09 is over and we believe that the
Fed will soon recognize this reality. To be sure, interest rates will
remain historically low throughout 2011, but the way will be open to
more normal interest rates. Concomitantly, the yield on 10-year U.S.
Treasury notes will gradually rise above 4% later in the year and rise
modestly thereafter. Indeed the deficits arising from the financial cri-
sis and its hangover will exert upward pressure on interest rates for a
long time to come.
Despite the sluggish growth we are forecasting, we believe that
the real risk the economy faces is that of inflation. By way of analo-
gy, the Fed’s monetary policy has strewn kindling wood throughout
the economy that could ignite into inflation at any time.
Presently, the kindling is wet and is in no danger of ignition, but
in a few years that might not be the case. We believe that the Fed
understands this risk and that is why we believe policy will be tight-
ened this year. Our forecast assumes that inflation will remain under
control. Nevertheless, core CPI is forecast to be modestly in excess
of the Fed’s historic target of 2% in 2012. Yes, 2012 is a long way off,
but markets have a way of telescoping future events into current mar-
ket prices with astounding rapidity.
Conclusion
Modest GDP growth will soon translate into job growth, but the
unemployment rate will stay above 9% through 2011. After a huge
inventory rebound, economic recovery will be led by equipment and
software, exports and housing. Offsetting these strong sectors will be
weakness in state and local government, nonresidential structures and
tepid consumption growth. Although the threat is real, inflation will
remain modest throughout the forecast period as the Fed ends its zero
interest rate policy and gradually returns interest rates to more nor-
mal levels.
For Green to be that next engine of growth two things need to
occur and neither is assured. First, demand conditions need to be
right for an explosion of green production. Second, innovation has to
drive the relative price down and it has to occur in California. As is
typical of new industries the appearance of these two preconditions is
somewhat speculative. Private investors
are betting that way, the past suggests it is
entirely possible, but innovation in a new
industry – or in the case of Green, several
new industries – tends to have a mind of its
own.
The California Forecast
The end of the recession continues to
turn out much as we predicted. California’s
unemployment rate continues to increase,
local government employment continues
its decline and has now been joined by
state government contraction, and 2009
personal income, when it is reported,
ought to be lower for the entire year. The
current forecast differs from the previous
one in as much as our U.S. forecast is
slightly more optimistic than before and
there was deeper job loss in 2008 and 2009
in California.
The net effect is a forecast which is not qualitatively different
from our last two forecasts as there have been no dramatic events
during the past three months to change the general tenor of the fore-
cast. Overall, the outlook for the balance of the year is for little to no
growth. The economy will begin to pick up slightly in the beginning
of 2011 and by the middle of 2011, begin to grow at more normal lev-
els. The keys to California’s recovery remain, exports of manufac-
tured and agricultural goods, a recovery in U.S. consumption which
increases the demand for Asian imports and for products from
California’s factories, increased public works construction, and
increased investment in business equipment and software. On an
annual basis, our expectation is that total employment will contract
by -0.7% in 2010. Once employment growth returns in 2011 employ-
ment will begin to grow faster than the labor force at a 2.3% rate and
the unemployment rate will begin to fall. Real personal income
growth is forecast to be 1.3% in 2010 and 3.7% and 4.5% in 2011 and
2012, respectively.
Finally, the unemployment rate is currently at its high point of
12.5%. Our expectation is for it to fall slowly through the balance of
2010 and average 11.8% for the year. Though the California econo-
my will be growing in 2011, it will not be generating enough jobs to
drive the unemployment rate below double digits until 2012. The
stalled California economy is simply not producing the jobs required
for the new entrants to the labor force over the next couple of years
which means that these elevated levels of unemployment persist once
the job layoffs cease.
The Bipolar...
continued from pg. 3
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When Planning
Your
2010
Advertising
Budget
Consider the
INLAND
EMPIRE
BUSINESS
JOURNAL
P: (909) 605-8800
F: (909) 605-6688
www.busjournal.com
May
• Economic Development (Riverside Cty.) • Women-owned Businesses • Environmental Firms
• Marketing/PR/Media Advertising • Human Resource  Guide • Employment/Service Agencies
• Insurance Companies • Chambers of Commerce • Law Firms
• Who’s Who in Law • Dental Plans
• I.E. Based Banks
June
• Financial Institutions (1st Quarter, ’10) • Health Care & Services • Hospitals
• Travel and Leisure • High Technology • Savings and Loans
• Employment Agencies • Golf Resorts • Motorcycle Dealers
• Home Health Agencies • Senior Living Centers • Medical Clinics
• Economic Development (San Bernardino County) • What’s New in Hospital Care
July
• Manufacturing • Marketing/Public Relations • CPA Firms
• Distribution/Fulfillment • Media Advertising • Commercial Printers
• Credit Unions • Casual Dining • Ad Agencies/Public Relations Firms
• Event Planning • Building Services Directory • Largest Insurance Brokers 
• High Desert Economic Development • Cities of Irvine and Newport • SBA Lenders
• Staff Leasing Companies Serving the I.E.
August
• Personal/Professional Development • Environmental • Largest Companies
• Employment/Service Agencies • Expansion & Relocations  • Small Package Delivery Services
• Health & Fitness Centers • Women in Commercial Real Estate • Tenant Improvement Contractors
• Caterers • Who’s Who in Banking • Credit Unions
September
• Mortgage Banking • Health Care & Services • Largest Banks
• SBA Lending • Airports • Largest Hotels   
• Independent Living Centers • Golf Guide to Southern California • Golf Courses
• Who’s Who in Building Development
October
• Lawyers/Accountants-Who’s Who • Telecommunications • Internet Services
• HMO/PPO Enrollment Guide • Office Technology/Computers • Long Distance/Interconnect Firms
• Economic Development Temecula Valley • International Trade • Copiers/Fax/Business Equipment
• Financial Institutions (2nd Quarter, ‘10) • Holiday Party Planning • Private Aviation
November
• Retail Sales • Human Resources Guide • Commercial R.E. Development Projects
• Industrial Real Estate • Executive Gifts • Commercial R.E. Brokers
• Commercial R.E./Office Parks • Building and Development • Fastest Growing I.E. Companies
• Educational Services Directory • New Communities • Mortgage Companies
• Title Companies
December
• Financial Institutions (3rd Quarter, ’10) • Health Care • 2011 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2010 EDITORIAL SCHEDULE
farmers sell specialty crops, more
foreign country promotions
extolling U.S. commodities, and
more direct assistance helping our
farmers develop new foreign markets and increase market share in
existing markets.
Helping American farmers sell more simply equals more
jobs.
American agricultural exports totaled almost $97 billion last
year, which represented nine percent of the goods the U.S. ships
abroad. This activity supports about a million jobs. These jobs are
both on the farm and off, in urban and rural communities, across
many communities and professions.
Improving Access to Foreign Markets
The National Export Initiative directs the government to contin-
ue its efforts to remove barriers that prevent U.S. companies from
getting open and fair access to foreign markets—including combat-
ing unfair tariff and non-tariff barriers and addressing practices that
blatantly harm U.S. companies.
This administration will pursue trade agreements that are bal-
anced, ambitious and improve market access for U.S. workers,
firms, farmers and ranchers.
Trade starts with the understanding that it only works in a sys-
tem of rules where all parties live up to their obligations. The
United States is committed to a rules-based trading system where
the American people—and the
World...
continued from pg. 21
continued on page 39
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Tour the Historic Winery Weekends between 2:00 pm to 4:00 pm Or by appoinment   •     Listed in the National Register of Historic Places
We can custom design a label
just for you 
using: 
•  Photos • Logos • colors • Invitations • Themes
4231 Wineville Road, 
Mira Loma, CA 91752  
(951) 685-5376  (951) 360-9180
www.galleanowinery.com
• Weddings • Anniversaries
• Birthdays • Special Events
• Graduations  • Holiday Gifts
Wine Tasting
Available Daily
Personalized Wine Labels for any Occasion by
Personalized Wine Labels for any Occasion 
chicken vindaloo, which is boneless
chicken cooked in hot spices and
potatoes.
The seafood comes in curried
style, including a combination platter, and also comes with the mint
curry.
Several variations of the chicken, shrimp and lamb come as tan-
doori delicacies. The tandoor, the clay oven, is a very hot, very quick
form of cooking. In pizza parlors, a regular pizza oven takes about 15
to 20 minutes to cook. In a brick pizza oven, the temperature
approaches 1,000 degrees and can bake a pizza in less then 5 minutes.
It is the same with the tandoor clay oven. These dishes are prepared
in the clay oven and served sizzling hot on a bed of onions and fresh
lemon with mint chutney. All of the tandoori entrees are served with
rice, pappedan (crispy bread) and tamarind. Spicing is done to your
taste, mild to hot.
Even the desserts are Indian or Indian-influenced. Gulab Jamun
is an Indian milk cheese ball. Mango Kulfi is Indian ice cream fla-
vored with mango. The Ras Malai is a dumpling in rich milk sauce.
There is also a rice pudding. If you are unsure about your dessert
choice, there is a sampler for you to try out.
Indian cuisine is not yet popular here in the Inland Empire. We
are lining up for the newest version of restaurant styles that we are
familiar with around the west end, but we remain standoffish about
the things we are not familiar with.
It is not going to hurt to try something as exotic as Indian, when
they are going so far, both in preparation and in décor, to make you
feel comfortable.
Try Haandi—-Rancho Cucamonga’s tandoori restaurant.
Haandi Indian Restaurant is located at 7890 Haven Avenue, Ste.
15 & 16 ,Rancho Cucamonga.  They are open seven days a week for
lunch 11:00 a.m. - 3:00 p.m. and at 5:00 p.m.- 10:00 p.m. for dinner.
For additional information, call (909) 581-1951.
Haandi...
continued from pg. 24
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Top Travel Agencies
Ranked By Sales in the Inland Empire (2008)
Company 2008 Sales I.E. Business Mix: Systems Used Specialties Top Local Exec.
Name/Address I.E. Only Staff Corporate Title
City/State/Zip Leisure Phone/Fax
E-Mail Address
Carlson Wagonlit Travel 27 million 20 100% Sabre Corporate, Groups, Mijo Roberts
1. 2940 Inland Empire Blvd., Ste. 130 Meeting Incentives, Manager
Ontario, CA 91764 Sports (909) 483-3366/941-0714
mroberts@carlson.com
All-Ways Travel/American Express Travel 8 million 8 25% Sabre Cruise Vacations, Jack Warshaw
2. 1271 W. 7th St 75% Customized Tour Owner
Upland, CA 91786 Packages (909) 981-8724/949-2750
jack@allwaystravel.com
Maxima Travel - American Express 8 million 6 60% Galileo Corporate, Peggy Norton
3. 3737 Main Street, #101 40% Incentives, President
Riverside, CA 92501 Groups (951) 784-9420/ 784-6918
peggy.norton@att.net
Sunward Adventures-Carlson Wagonlit Travel 7 million 7 60% Apollo  Incentive Travel, Cruises, Brian Kerr/Gary Davis
4. 14420 Elsworth St., #103 40% Galileo Mexico, Caribbean, Hawaii, Owners
Moreno Valley, CA 92553 Group, CorporateTravel, (951) 697-6895/697-6898
Government travel@sunward.com
Travel Leaders/University Travel 5 million 8 50% Sabre Hawaii, Mexico, Tahiti, Cheryl  Harrison
5. 24899 Taylor St. 50% Europe, Asia, Group Cruises, President
Loma Linda, CA 92354 20% (Group) Family Reunions, Alumni, (909) 796-8344/799-6757
Business Incentives utravel@travelleaders.com
Laura’s Travel Service, Inc. 4,900,000 6 10% Apollo Excellent Customer Service, Lynda Schauf
6. 298 E. Citrus Ave. 90% Special Interest Groups, President/G.M.
Redlands, CA 92373 Incentive Travel (909) 793-7551/793-9417
laura@laurastravel.com
Carlson Wagonlit Travel/Travel Xpress 4 million 6 30% Sabre,Microsoft I.E., Preferred Sandals, Beaches Agency, Marsha Colling
7. 212 Yale Ave Ste D 70% Outlook, Office Honeymoons, Cruises Hawaii, President
Claremont, CA 91711 Mexico, Caribbean (909) 625-4771/624-5000
sales@cwttravelxpress.com
Interworld Travel & Tours 3.8 million 4 50% Sabre Corp. Incentive, Australia, New Zealand Michael Parrish 
8. 6745 Carnelian 50% Hawaii, Jamaica, Europe, South Vice President
Alta Loma, CA 91701 America, China, Cruises (909) 987-9000/987-4000
mike@interworldtraveltours.com
Surely You Travel, Inc. 2 million 3 50% Sabre Corporate Travel, Incl. Cruises, Shari Quinton
9. 24905 Sunnymead Blvd., Ste. B 50% Amadeus Europe, Hawaii, Manager
Moreno Valley, CA 92553 Mexico (951) 485-3387/243-0317
sharin.n@surelyyoutravel.com
The Travel Connection 2 Million 4 10% Galileo Hawaii, Mexico, Carole Knudsen
10. 1629 N. Mountain Ave. 90% Caribbean, Cruises President
Upland, CA 91784 (909) 985-9691/985-5172
travelconnect@aol.com
Golden Globe Travel Bureau 1.8 million 4 5% Apollo Hawaii, Europe, Mexico, Bilal Bangee
11. 202 Inland Center Mall 95% Discounted International Air Fare, President
San Bernardino, CA 92408 Discounted Student Air Fare, (909) 889-9924/889-1258
All Cruises, South Pacific Air Fare ggtbsb@aol.com
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Nina DeMasi.  Copyright 2009 by IEBJ.
information go to
www.olivecrest.org.
HomeAid is a non-profit organ-
ization dedicated to building and renovating shelters for temporarily
homeless men, women and children, and was established under the
auspices of the Baldy View, Desert, and Riverside Chapters of the
Building Industry Association of Southern California (www.homeai-
die.org).   The Building Industry Association established HomeAid as
a way to support non-profit agencies serving homeless families and
individuals in their community by doing what they do best—build-
ing.  HomeAid Inland Empire was established in 1990 and, to date,
has completed 20 housing developments that serve victims of domes-
tic violence, abused and abandoned children and homeless families.
They are currently working on the renovation of three other homes
and are seeking donations.
For more information about HomeAid Inland Empire call (951)
686-0628 or go to www.homeaidie.org.
Home Aid...
continued from pg. 32
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www.East180.com
them with exactly what they need
from you.”
Be referable. (And if you’re not, find out why.) When your clients
are reasonably satisfied with your services, they ought to agree to
endorse you to others or give a positive review to your boss. So why
don’t they do it?
If you’re not currently receiving the amount of referrals or posi-
tive feedback you’d like, don’t assume that you’re not referable.
Chances are, there is simply a disconnect between you and your
clients or customers. In order to develop the kind of customer loyal-
ty that lasts forever and acts as your most valuable marketing tool,
your company must be the type that is visible and credible in the eyes
of customers—and it must always exceed their expectations.
“Develop a ‘Client Delight Survey’ that covers every detail of the
client's experience,” suggests Kuzmeski. “This works for everyone
from entrepreneurs to employees at large organizations. Use the sur-
vey to ask about a client’s perception of quality of communication,
time spent on the project, response to problems or setbacks, willing-
ness to go the extra mile, and what stood out. It sounds simple, but if
you take this feedback to heart, you’ll gain awareness of directions
you can take for increasing referrals and positive feedback from
clients. Moreover, your clients will feel that you’ve truly taken time
to form a relationship with them, and they’ll want to tell everyone
else about how unique you are!”
“Connecting takes time, it takes effort, and it means putting oth-
ers before yourself,” Kuzmeski states. “For introverts, it can be a
more difficult task than for their more talkative counterparts. But
once you begin truly connecting with others, you won’t regret it. Your
relationships will be more prolific and rewarding, and you will be
more successful. Don’t let yourself
The Introvert’s...
continued from pg. 28
continued on page 39
author of “The 4-Hour Workweek,”
used Adwords to test various titles
for his new book. He bought pay-
per-click ads using various titles (Adwords will alternate them for
you) and each ad took the Internet user to a different Web page about
the book. Ferriss let the “wisdom of crowds” choose the best title for
him.
All of this research might take a few weeks and a few hundred
dollars, but it’s a lot cheaper than wasting your hard-earned money
on a doomed startup.
Mistake 5: Not Bootstrapping the Business
Most people start looking for a “business loan” (3,350,000
Google searches) before they think about a “business plan”
(1,500,000 searches). Entrepreneurs don’t always need a lot of
money to get started.  If Mrs. Robin Andrew’s third grade class at
Pelham Elementary School in Pelham, NH can start The Bow Wow
Biscuit Company (www.bowwowbiscuits.org), you can too.
If the business is a product, don’t make 10,000 of them. Put up a
Web site; bake a few in your kitchen and sell them online or give
away free samples to test the response. Or make a prototype and get
people to try it and provide feedback. Post-it™ notes are a classic
example of this and look at how successful they are. When customers
start clamoring to buy your products, then get money to do a produc-
tion run.
If the business idea is a service, print some business cards (care-
fully crafted with the crowd’s keywords and phrases) and pass them
out at local business meetings.
This is how entrepreneurs’ bootstrap businesses grow. It’s also
how they avoid sinking huge sums of money into bad ideas. This
“crawl-walk-run” strategy works as
Mistake...
continued from pg. 8
continued on page 39
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Best-selling Business Books
“The New American Economy:
The Failure of Reaganomics and a 
New Way Forward,”
By Bruce Bartlett; Palgrave MacMillan, 
New York, New York; 2009; 266 pages; $28.00.
Here are the current top 10 best-selling books for business. The
list is compiled based on information received from retail book-
stores throughout the U.S.A.
1. “How the Mighty Fall: And Why Some Companies Never Give
In,” by Jim Collins (HarperCollins…$23.99) (8)*
Why companies that fail usually die of self-inflicted wounds.
2. “Strengths Finder 2.0: A New and Updated Edition of the
Online Test from Gallup’s Now, Discover Your Strengths” (Tom
Rath…Gallup Press…$22.95)**
Discover your strengths and integrate them with your career.
3. “Too Big to Fail: The Inside Story of How Wall Street and
Washington Fought to Save the Financial System - and
Themselves”
(Penguin Group…$32.95) (2)
Does the size of a failing company dictate government rescue?
4. “SuperFreakonomics: Global Cooling, Patriotic Prostitutes,
and Why Suicide Bombers Should Buy Life Insurance,” by
Steven D. Levitt & Stephen J. Dubner (HarperCollins…$29.99) (1)
The author of “Freakonomics” strikes again. 
5. “The Sellout: How Three Decades of Wall Street Greed and
Government Mismanagement Destroyed the Global Financial
System,” by Charles Gasparino (HarperCollins…$27.99) (4)
How greed and incompetence brought the financial system down.
6. “Outliers: The Story of Success,” by Malcolm Gladwell (Little,
Brown & Co…$27.99) (6)
Why the cause of success can be linked to where you were born.
7. “In FED We Trust: Ben Bernanke’s War on the Great Panic,”
by David Wessel (Crown Publishing…$17.54) (5)
What happened in “the Fed” during 2008 and 2009.
8. “A Whole New Mind: Why Right-Brainers Will Rule the
Future,” by Daniel H. Pink (Penguin Group…$15.00) (9)
Pink’s four-year old book is attracting renewed interest. 
9. “Linchpin: Are You Indispensable?,” by Seth Godin; (Penguin
Group…$25.95)**
To survive in hard times become more proactive, not reactive.
10. “How to Smell a Rat: The Five Signs of Financial Fraud,” by
Ken Fisher (John Wiley & Sons…$24.95) (7)
When an investment seems too good to be true, it usually is. A road
map to a rich life with or without lots of money.
____________________
*(1) -- Indicates a book’s previous position on the list.
** -- Indicates a book’s first appearance on the list.
There are probably more
economic theories than there
are economists. Author Bruce
Bartlett is a blend of economist
and historian. A domestic policy
advisor to President Ronald
Reagan and a Treasury
Department official under
President George H.W. Bush,
In the opinion of some
Republicans, Bartlett betrayed
party lines by eventually
renouncing the economic theory
most associated with Reagan:
supply side economics. On the
other hand, he didn’t do much
to endear himself to Democrats
when he put forward the con-
cept that supply side economics
appeared more like an idea that
might have been put forward by
New Deal Democrats under
Franklin Roosevelt than
Republican conservatives under
Ronald Reagan.
In this book, Bartlett puts
forward his position that the
Great Depression of the 1930s
and the Great Recession of 1908
through the present have more
in common than either political
party like to admit. He notes
that President Herbert Hoover
in 1930 was focused on mone-
tary policy (mostly controlled
by the Federal Reserve) to the
virtual exclusion of fiscal policy
(as implemented by Congress
and the Executive Branches of
government) and the velocity of
the marketplace (the speed and
frequency of commercial trans-
actions that include everything
from loans to food purchases). 
According to the author,
once again both Republicans
and Democrats have missed
something. He comments that
although most economists
remembered to include mone-
tary and fiscal policy this time
around, very few remembered
the critical impact of velocity.
One of the few who did was
Ben Bernanke, a scholar of the
Great Depression and the pres-
ent chairman of the Federal
Reserve. Bartlett doesn’t
believe that Bernanke deserves
the criticism leveled at him.
That’s because he made every
move he legally could to affect
monetary policy as well as
influence velocity. So far, the
major banks have done little to
increase velocity through loans
to business and individuals.
Also, the Congress is split into
two (some say three or more)
political positions concerning
fiscal policy.
About half the book deals
with how we got into this mess.
The remainder is Bartlett’s view
of how (or even if) we can get
out of it. In his view there is lit-
tle likelihood that we can
escape substantial tax increases
at the federal and state levels.
He points out: “So obvious is
the necessity of higher revenues
to maintain a semblance of fis-
cal integrity that even some
hard-core supply-siders have
given up on the idea that deficits
will lead to spending cuts by
starving the beast [big govern-
ment]. 
“Like it or not, they recog-
nize that higher taxes are com-
ing.”
He goes on to add:
“The real danger is that
politicians will think they can
get the revenue that is needed
just by soaking the rich or
imposing punitive taxes on
politically vulnerable industries
such as oil. But there isn’t near-
ly enough potential revenues
from these sources to fill the fis-
cal hole that now exists even at
confiscatory rates.”
Bartlett adds a wrinkle in his
view of the future: the U.S.
adoption of a value added tax
(VAT). With tongue only partly
in cheek, the author notes that
until now, a VAT has been the
kiss of death to those in
Congress who have backed the
concept. Even in countries
where it has been in use or pro-
posed for the past 30 years, it’s
hard to find large groups of peo-
ple backing it. He quotes a
widely repeated saying by econ-
omist Larry Summer in 1988:
“The reason the United
States doesn’t have a VAT is
because conservatives view it as
a money machine and liberals
see it as a tax on the poor. We
will have a VAT when liberals
figure out that it is a money
machine and conservatives see
it as a tax on the poor.”
“The New American
Economy” is a well-written
book that points out how we
painted ourselves into an eco-
nomic corner, and why we are
going to need years of bitter
medicine to get us out. The
book will probably not be
among the most widely read
works on what has taken place
in the American economy. 
Nevertheless, it is a plainly
April 2010
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expressed explanation of the
past, the present, and what
could likely to be our future.
--Henry Holtzman
Failure of...
continued from pg. 38
companies offer rewards and
perks like club trips or weekend
getaways. Although these are
great and can be a lot of fun,
they are not vacations. They are
still about the company, and you
will still be working. You’ll just
be out of the office.”
“If you go through your
workdays just trying not to get
fired, then you are probably
headed for trouble,” says
Loomer. “Instead, push those
negative thoughts out of your
mind. Focus on the work you do
and how you add value to your
company. Infuse positivity and a
can-do attitude to those on your
team. Work smarter than your
competition and you can get
ahead every time.”
For more information,
please visit www.corporatebs-
guide.com.
You Inc...
continued from pg. 26
settle for a position on the
fringes when you could dwell at
the epicenter of productivity and
success...even now!”
For more information,
please visit www.redzonemar-
keting.com and www.theconnec-
torsbook.com.
The Introvert’s...
continued from pg. 37
has concluded, “The era we are
entering will be one of enor-
mous social, political and eco-
nomic change…things will have
to change around here, and
fast.”
For additional information,
Larry Kilham can be contacted
by e-mail at
lkilham@gmail.com or by
phone at 505-310-7600.
New Ways...
continued from pg. 10
Medicine and the Fiji School of
Nursing and a theological col-
lege that offers courses in reli-
gious studies.  Elementary edu-
cation is also well covered in
Fiji.
The best time to go to Fiji is
during the Fiji winter season or
dry season from May to
October.   During this period
you can, for the most part, avoid
occasional cyclones and hurri-
canes; there is lower rainfall and
humidity at this time. This is
considered the high season so
accommodations and air fares
will be at their highest rates.
November through April is con-
sidered the wet season.
If active outdoor activities
are your cup of tea, Fiji has it—
everything. Just skimming from
the top—diving and snorkeling,
deep-sea fishing, golf and ten-
nis, sailing, kayaking and river
rafting. For the less active, bird
watching, whale and dolphin
watching, and eco-travel tours
are available. The Web page
below will hook you up with the
best deals from a place to stay to
fire walking demonstrations.
Where to stay, dine and get
there:
Go to: www.bulafigi.com—
this Web page covers every-
thing. You can also call the Fiji
Visitor’s Bureau in Los Angeles
at 800-932-3454.  They will
send you brochures, give you
information and assist any way
possible. 
However, a reliable, knowl-
edgeable travel consultant is
really your best bet to coordi-
nate this adventure.
When you complete your
adventure in Fiji, you will know
that there is more than one
“Happiest Place On Earth”—
that is Fiji, with its unmatchable
beauty and charming people.
Camille Bounds is the travel
editor for Sunrise Publications
and the Inland Empire Business
Journal.www.BergmanWindowWashing.com
well for new businesses as it
does for new babies.
If the first business idea
doesn’t click, try another one.
Walt Disney went bankrupt sev-
eral times before succeeding …
but then again, he didn’t have
Google. Good luck with your
start-up! 
For additional information
visit Jay Arthur online at:
www.qimacros.com/freestuff.ht
ml or call (888) 468-1537.
Mistake...
continued from pg. 37
Fiji...
continued from pg. 43
tional programs and fund-rais-
ing events. Bill is an adviser of
the West San Bernardino
County Thrivent Chapter, which
serves the Inland Empire area.
In addition to receiving a
2009 Volunteer of the Year
plaque, Bill was given $1,000 to
donate to the charitable organi-
zation of choice.
Bill Cortus...
continued from pg. 16
Anaheim South.
The Inland Empire SBDC is
a division of the Inland Empire
Economic Partnership and is
supported by the U.S. Small
Business Administration (SBA).
Inland Empire...
continued from pg. 5
Benjamin Kearns will be
based in the Ontario office and
work for the business litigation
practice.  He graduated from
Brigham Young University’s J.
Reuben Clark Law School in
Utah in 2009.
Law Firm...
continued from pg. 1
Congress—can feel confident
that when we sign an agreement
that gives foreign countries the
privilege of free and fair access
to our domestic market, we are
going to be treated the same in
their country.
The Department of
Commerce, through the Trade
Promotion Coordinating
Committee (TPCC), leads the
administration’s trade promo-
tion efforts and will help opera-
tionalize the National Export
Initiative. This interagency
group is chaired by the
Secretary of Commerce to
establish trade promotion prior-
ities to expand trade and create
jobs for Americans. The TPCC
provides a platform for the
Secretary of Commerce to
advance a government-wide
agenda on trade promotion and
to directly engage the heads of
other TPCC agencies.
The Export Promotion
Cabinet will coordinate with
the TPCC.  Commerce’s
International Trade
Administration helps American
companies export their prod-
ucts and services around the
world, utilizing some 1,500
U.S. Commercial Service staff
stationed in 77 countries across
the globe.
World...
continued from pg. 34
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N E W B U S I N E S S County of San Bernardino
A&J AUTO QUALITY
SPECIALIST
1156 W 9TH ST.
STE. A
UPLAND, CA 91786
ACCREDITED DOMESTIC
INVESTIGATIONS
1808 FOOTHILL BLVD.
STE. 1620 
RANCHO CUCAMUNGA,
CA 91730
ADVANCE IMAGE PACK-
AGING
4395 EAST LOWELL
STE. F 
ONTARIO, CA 91761
AFFORDABLE LIEN
SALES
8233 PAISLEY AVE. 
HESPERIA, CA 92345
AMADOR TRUCKING
2584 N. LOCUST AVE. 
RIALTO, CA 92377
AMERICAREMEM-
BER'SKIA.COM
10340 RANCHERO RD. 
OAK HILLS, CA 92344
ANITA’S CANTINA
479 S LA CADENA DR.
COLTON, CA 92324
B & B AUTOMOTIVE
785 W RIALTO AVE. 
STE. D 
RIALTO, CA 92376
CAL LAND REALTY
14790 PIPELINE AVE.
STE. 108 
CHINO HILLS, CA 91709
CANCER COMMUNITY
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
CARDIOSOM
104 E. OLIVE AVE.
STE. 104 
REDLANDS, CA 92373
CASEY’S AUTO SERVICE
1800 EAST MAIN ST.
BARSTOW, CA 92311
CG HAUSER 
ENTERPRISES
13831 OLIVEWOOD AVE.
CHINO, CA 91710
CHARISMA MEDICAL
BILLING
9876 ARROW ROUTE
STE. 1 
RANCHO CUCAMONGA,
CA 91729
CHILD SHELTER
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
CHILDREN’S DENTAL
CENTERS IE
14976 FOOTHILL BLVD.
STE. 100 
FONTANA, CA 92335
CTP HEATING & AIR
2303 NAPLES AVE. 
MENTONE, CA 92359
DAILY HEALTH FOODS
568 S. WATERMAN AVE.
STE. K 
SAN BERNARDINO, CA
92408
DANCE WITH PURPOSE
111 WEST LUGONIA AVE.
REDLANDS, CA 92374
DIRECT HOME SAVERS
3333 E CONCOURS 
BLD. 9 STE. 101 
ONTARIO, CA 91764
DOG SHELTER
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
DOMESTIC LANDSCAPE
34266 WILDWOOD
CANYON RD. YUCAIPA, CA
92399
EATZA PIZZA N THINGZ
1357 KENDALL DR. 
STE. 15 
SAN BERNARDINO, CA
92407
EDDIE’S CUCINA ITAL-
IANA
8153 ASPEN AVE. 
RANCHO CUCAMONGA,
CA 91730
ENLARGE MY
TERRITORY
853 BEAL COURT
REDLANDS, CA 92374
EVERYTHING HERBAL
7918 SIERRA AVE.
FONTANA, CA 92336
EZCLICKPRINTER.COM
15150 SIERRA BONITA
LANE CHINO, CA 91710
FREEDOM MORTGAGE
FUNDING
9037 ARROW RTE. 
STE. 160 
RANCHO CUCAMONGA,
CA 91730
GENESIS GLASS
285 E. MILL ST. 
STE. D 
SAN BERNARDINO, CA
92408
GREAT DAY REALTY
10574 ACACIA ST.
STE. D2 
RANCHO CUCAMONGA,
CA 91730
H & E DO-IT-YOURSELF
CENTERS
14153 MONTCLAIR CT.
RANCHO CUCAMONGA,
CA 91739
H&H PROPERTY
MANAGEMENT SERVICE
1264 S WATERMAN AVE.
SAN BERNARDINO, CA
92408
I BET U LAUGH
1 MILLS CIR. 
ONTARIO, CA 91764
I.E. POOL SERVICE &
REPAIR
7349 MILLIKEN AVE.
STE. 140-61 
RANCHO CUCAMONGA,
CA 91730
KD SOLUTIONS
9140 HAVEN AVE. 
STE. 120 
RANCHO CUCAMONGA,
CA 91730
KUSTOM POSTERS
56276 BREEZY LN. 
YUCCA VALLEY, CA 92284
LAMAR EQUITIES
2910 E. INLAND EMPIRE
BLVD., STE. 104 
ONTARIO, CA 91764
LEVERAGE INVESTIGA-
TIONS
1808 FOOTHILL BLVD. 
STE. 1620 
RANCHO CUCAMUNGA,
CA 91730
MAIL CENTER & MORE
7201 HAVEN AVE. 
STE. E 
ALTA LOMA, CA 91701
MOON RIVER BLEU
2250 CHESTNUT ST. 
STE. 13 
SAN BERNARDINO, CA
92410
MORAYO WELLNESS AND
COUNSELING SERVICES
1505 W. HIGHLAND AVE.
STE. 16 
SAN BERNARDINO, CA
92411
MY BEST FRIEND’S 
CLOSET
134 N SECOND ST.
STE. D 
UPLAND, CA 91786
OVERALLMEDICAL
14707 SEVENTH ST.
VICTORVLLE, CA 92394
PATRICIA PACIFIC
TRANSPORTATION
11650 CHERRY AVE. 
STE. 28H 
FONTANA, CA 92337-0166
PETS ARE PRICELESS
GROOMING
121 EAST E. ST. 
ONTARIO, CA 91764
PHO 777 (VIETNAMESE
NOODLE)
1438 W. FOOTHILL BLVD.
STE. B 
RIALTO, CA 92376
PLATINUM SOUND 
PRODUCTION
3350 SHELBY ST. 
STE. 200 
ONTARIO, CA 91764
PROFICIENT CARPET
CARE
11535 OAK KNOLL CT.
FONTANA, CA 92337
PURE WATER POOL
SUPPLY
7349 MILLIKEN AVE. 
STE. 140-61 
RANCHO CUCAMONGA,
CA 91730
PUSHFORTHECURE.ORG
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
QUEEN ANNE’S LACE
190 TERRACINA BLVD.
REDLANDS, CA 92373
R-TOWN SKATE
344 N ORANGE AVE.
RIALTO, CA 92376
RANCHO IT SOLUTIONS
8365 GABRIEL DR. 
STE. B 
RANCHO CUCAMONGA,
CA 91730
RANDYS TECH
12664 MEADOW ST. 
VICTORVILLE, CA 92395
RASPADOS GALACTICOS
AND ICE CREAM
227 W. VALLEY BLVD.
COLTON, CA 92324
REDLINE TRANSPORT
25282 PACIFIC ST. 
SAN BERNARDINO, CA
92404
S&J COIN OPERATED
LAUNDRY
567 FAIRMONT DR.
SAN BERNARDINO, CA
92404
S&R DISTRIBUTION
9886 ENCINA AVE.
BLOOMINGTON, CA 92316
SANCHEZ SWEEPING
SERVICE
271 W. LURELANE ST. 
RIALTO, CA 92376
SCOTT’S CONCRETE
COMPANY
6631 KNOX AVE. 
FONTANA, CA 92336
SHELTER
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
SHOP FOR THE CURE
4336 TORREY PINES DR.
CHINO HILLS, CA 91709
SMOKE CLUB 21
17850 HIGHWAY 18 
APPLE VALLEY, CA 92307
STAR SECURITY
16711 CHALON RD.
STE. 901 
VICTORVILLE, CA 92395
SUNNYDAZE
7349 MILLIKEN AVE.
STE. 140-61 
RANCHO CUCAMONGA,
CA 91730
SUNSET PATIO COMPANY
10757 LEMON AVE.
STE. 2007 
ALTA LOMA, CA 91737
T CON MUSIC
14207 WOODLAND DR.
FONTANA, CA 92337
THE AUTO GLASS MAN
61527 DESERTAIR RD.
JOSHUA TREE, CA 92252
THE MENDOZA GROUP
1020 CREEK SIDE DR. 
REDLANDS, CA 92373
TILE GALLERY
17129 BEAR VALLEY RD.
HERPERIA, CA 92345
TIRE CITY MOBILE
10068 FONTANA AVE.
FONTANA, CA 92335
UNITED NURSING 
PERSONAL CARE
11039 MESA LINDA ST. 
VICTORVILLE, CA 92392
W&R RECORDS
10360 ROCK ST. 
MENTONE, CA 92359
XPRESS CAR WASH
14076 MAIN ST. 
HESPERIA, CA 92345
A FINISHING TOUCH
917 NANA AVE. 
BIG BEAR CITY, CA 92314
A SELF HELP LEGAL CEN-
TER
16744 VERDE ST. 
VICTORVILLE, CA 92395
ABW CUSTOMIZING
14159 MENDOCINO CT.
FONTANA, CA 92336
AFRIH-ATS CLOTHING &
ACCESSORIES
2957 BIG RANGE RD.
ONTARIO, CA 91761
AMARILLAS INTERNET
CALIFORNIA
16461 RANDALL AVE.
FONTANA, CA 92335
AMERICAN AUTOS
241 E. BASELINE ST. 
STE. G 
RIALTO, CA 92376
AMETHYST WORLD
TRADING CORP.
5640 ARROW HIGHWAY
MONTCLAIR, CA 91763
ASHLEY MASONRY
COMPANY
16532 WINONA ST. 
VICTORVILLE, CA 92395
AVP GOLD GUYS
10790 CIVIC CENTER DR.
STE. 200 
RANCHO CUCAMONGA,
CA 91730
B&B ONE TOUCH 
INSURANCE AGENCY
1700 E DATE ST., STE. 1136
SAN BERNARDINO, CA
92404
BESTAR LIGHTING
4001 E. SANTA ANA ST.
ONTARIO, CA 91761
BLIMPIE
9760 19TH ST. 
RANCHO CUCAMONGA,
CA 91737-3578
BREEZE TRUCKING
12624 MAIN ST. 
STE. 68 
HESPERIA, CA 92345
BULLET DELIVERY
1202 SHELLEY AVE.
UPLAND, CA 91786
CAL-STAR ROOFING
17085 MALAGA ST.
FONTANA, CA 92336
CANVAS SKINCARE
109 N. 5TH ST. 
REDLANDS, CA 92373
CEA PROPERTY
INVESTMENTS LLC
5931 HONEY SUCKLE LN.
SAN BERNARDINO, CA
92407
CREATIVE LIGHTING &
ELECTRICAL
9375 ARCHIBALD AVE.,
STE. 401 
RANCHO CUCAMONGA,
CA 91730
D&M PRINTING &
GRAPHICS SERVICES,
INC.
3755 N. CAMELLIA DR. 
SAN BERNARDINO, CA
92404
DARRASLAW
3257 E. GUASTI RD. 
STE. 300 
ONTARIO, CA 91761
DRAMA KING
2815 N. ARROWHEAD AVE.
SAN BERNARDINO, CA
92405
EDGE TRANSPORT
12956 SUSANVILLE ST. 
HESPERIA, CA 92344
ENERGIA TOTAL #4
2822 RIALTO AVE. 
RIALTO, CA 92376-0171
ENGRAFTED
1296 REYES HERNANDEZ
COLTON, CA 92324
ESTHER’S BEAUTY
SALON
400 E. HOLT BLVD.
ONTARIO, CA 91761
FILAM TRAVEL AND
TOURS
10760 CURTIS ST. LOMA
LINDA, CA 92354
FIRST LOYALTY
SERVICES
9269 UTICA AVE, 
STE. 175 
RANCHO CUCAMONGA,
CA 91730
FONTANA STARS
7450 GINGER DR.
FONTANA, CA 92336
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CHANG, YIMING
13987 BLUE RIBBON LN.
CORONA, CA 92880
KEEP IT GREEN 
LANDSCAPE 
MAINTENANCE
23739 HAZELWOOD DR.
MORENO VALLEY, CA
92557
O’MARY, BRYON PATRICK
23739 HAZELWOOD DR.
MORNENO VALLEY, CA
92557
CLOUD 9 ON-LINE
1500 FAIRMOUNT BLVD.
RIVERSIDE, CA 92501
LUMAR, REGINALD LEON
1500 FAIRMOUNT BLVD.
RIVERSIDE, CA 92501
DISCOUNT TIRES
24185 HWY 74
PERRIS, CA 92570
CHANDLER, LORI
2488 SPECTACULAR BID ST.
PERRIS, CA 92571
ADVANTAGE WEST
GOVERNMENT PRODUCT
SOLUTIONS
34014 TUSCAN CREEK WAY
TEMECULA, CA 92592
ADVANTAGE WEST
INVESTMENT
ENTERPRISES, INC.
34014 TUSCAN CREEK WAY
TEMECULA, CA 92592
DT SERVICING
28822 OLD TOWN FRONT
ST., STE. 304
TEMECULA, CA 92590
DAVE COX INC.
25759 ST. CROIX CT.
MURRIETA, CA 92563
REALTY SAFE
1325 CORONA POINTE CT.
CORONA, CA 92879
CONSUMER DIRECT
LENDING
1325 CORONA POINTE CT.
CORONA, CA 92879
ALVIN CONSTRUCTION
CORP
761 PINE RIDGE CIR.
BEAUMONT, CA 92223
EXECUTIVE 
PROMOTIONS
44830 CALLE SANTA
BARBARA
LA QUINTA, CA 92253
KELLY BRENDAN JOSEPH
44830 CALLE SANTA
BARBARA
LA QUINTA, CA 92253
DA COMPUTER
915 CROSSLEY RD.
PALM SPRINGS, CA 92264
ALGAZI, DANIEL
291 MEL AVE.
STE. 300
PALM SPRINGS, CA 92262
DA COMPUTERS
915 CROSSLEY RD.
PALM SPRINGS, CA 92264
DA ENTERPRISES
915 CROSSLEY RD.
PALM SPRINGS, CA 92264
THE C & D GROUP
83-935 AVENIDA SERENA
INDIO, CA 92203
CONN, PATRICIA
6263 N. SCOTTSDALE RD.
LA QUINTA, CA 92253
DEAN, GEOFFREY
ROSARIO
83-935 AVENIDA SERENA
INDIO, CA 92203
TAIGE CLARK DESIGN
82440 PADOVA DR.
INDIO, CA 92203
CLARK, TAIGE 
ANDERSON
82440 PADOVA DR.
INDIO, CA 92203
INTERNATIONAL
MOTORS, LLC
68795 RAMON RD.
CATHEDRAL CITY, CA
92234
RICHTER GROUP
2755 ALONDRA WAY
PALM SPRINGS, CA 92264
RICHTER, HENRY
LEOPOLD
2755 ALONDRA WAY
PALM SPRINGS, CA 92264
PC DOC
1850 WHITE WATER CLUB
PALM SPRINGS, CA 92262
RODRIGUEZ, JESUS
RICARDO
1850 WHITE WATER CLUB
PALM SPRINGS, CA 92262
HAIR IMAGES
35-887 DATE PALM DR.
CATHEDRAL CITY, CA
92234
FARNSWORTH,VERA
GRANADOS
39151 PARADISE WAY
CATHEDRAL CITY, CA
92234
GISELA SALON AND DAY
SPA
171 N. INDIAN CANYON
PALM SPRINGS, CA 92262
PAZ, GISELA ESMERALDA
31705 AVE. SAN EL JAY
CATHEDRAL CITY, CA
92234
MARIA’S CUSTOM
CLEANING SERVICE
69475 EL DOBE RD.
CATHEDRAL CITY, CA
92234
ARROYO, MARIA
69475 EL DOBE RD.
CATHEDRAL CITY, CA
92234
PARKWOOD ENTERPRISE
CORPORATION
77-800 CALLE MADRID
LA QUINTA, CA 92253
SPARKLING CLEAN
40275 GALINDO CT. 
STE. 6
INDIO, CA 92201
ESPINOZA, GRACIELA
ORANTES
40275 GALINDO CT.
STE. 6
INDIO, CA 92201
COACHELLA VALLEY SAN
MARCOS
68752 RISUENO RD.
CATHEDRAL CITY, CA
92234
CASILLAS, JUAN MANUEL
68752 RISUENO RD.
CATHEDRAL CITY, CA
92234
OMILANA, YETUNDE
OLUFANKE
47230 GOLDEN BUSH CT.
PALM DESERT, CA 92260
FIRESIDE COMPOUNDING
PHARMACY
73847 HWY 111
PALM DESERT, CA 92260
PATHWAY
PHARMACEUTICALS INC.
555 E. TACHEVAH DR. 
PALM SPRINGS, CA 92260
LAS PALMAS 
COMPOUNDING 
PHARMACY
555 E. TACHEVAH DR.
PALM SPRINGS, CA 92262
TANTRA
TRANSFORMATION
66072 SAN JOSE RD.
DESERT HOT SPRINGS, CA
92240
MOORE, KIP
66072 SAN JOSE RD.
DESERT HOT SPRINGS, CA
92240
GARCIA’S FURNITURE
FINISHING
1105 W. PARK AVE. 
REDLANDS, CA 92373
GENESIS THRIFT STORE
23994 LAKE DR. 
CRESTLINE, CA 92325
GRACE TABERNACLE
CHRISTIAN CHURCH 
FELLOWSHIP
7065 KENYON AVE. 
HESPERIA, CA 92345
GREGORY’S NAILS
SALON
136 E. HIGHLAND AVE. 
SAN BERNARDINO, CA
92404
HARRIS WOOD SERVICES
8600 EASY ST. 
PINION HILLS, CA 92329
HIDEOUT MOON
3623 CABRILLO ST. 
PHELAN, CA 92371
JACKS LIQUOR
2001 E. MAIN ST.
BARSTOW, CA 92311
JDH UNLIMTED
14537 MAST
LANE HELENDALE, CA
92342
JOSEPH REED LIFE &
HEALTH AGENCY
12323 ALCORN DR. 
VICTORVILLE, CA 92392
KATALYST FINANCIAL
4383 ST. ANDREWS DR.
CHINO HILLS, CA 91709
KUSTOM KURVES BY
KAYCEE
5367 RUDISILL ST. 
MONTCLAIR, CA 91763
LANDEROS CLOTHING
8848 NUEVO AVE.
FONTANA, CA 92335
LAWRENCE TRANSPORT
10445 8TH AVE. 
HESPERIA, CA 92345
MARTIN INDUSTRIES
12375 MILLS AVE. 
STE. 5 
CHINO, CA 91710
MIRELLA’S BARBER
SHOP BEAUTY SALON
1060 W BASELINE ST. 
STE. A
SAN BERNARDINO, CA
92411
MOJAVE MARKET
15745 MOJAVE DR. 
VICTORVILLE, CA 92394
N A LIQUOR
18768 HWY 18, STE. 190
APPLE VALLEY, CA 92307
NICK’S CIGAR NEST
1203 OXFORD DR. 
STE. A
REDLANDS, CA 92374
OPERATION HIP HOP
1071 N. “G” ST., STE. A
SAN BERNARDINO, CA
92410
PATIO STUDIO
7053 PALM DR. 
ALTA LOMA, CA 91701
PREPARE TO EVOLVE
SPORTS (P2E SPORTS)
15712 HEMLOCK LN.
CHINO HILLS, CA 91709
QUEEN’S FASHION &
BEUTY SALON
4958 HOLT BLVD. 
MONTCLAIR, CA 91763
REFLECTIVE DESIGN
16783 CROCKETT AVE. 
HESPERIA, CA 92345
SALINA’S TAX PLUS
1700 E. DATE ST. 
STE. 1136 
SAN BERNARDINO, CA
92404
SAME TEAM 
ENTERTAINMENT
6055 GARNET ST. 
ALTA LOMA, CA 91701
SCSGOODS101
3910 OBSIDIAN RD. 
SAN BERNARDINO, CA
92407
SHOP & BARGAIN 
CENTER
17040 SOLVER AVE.
FONTANA, CA 92337
SINCERE SECRET STUDIO
18031 OUTER HYWY 18
STE. G 
APPLE VALLEY, CA 92307
SIRENZ PLEASUREZ
909 W. MARSHALL BLVD.
SAN BERNARDINO, CA
92405
SOLARMAN
4001 E. SANTA ANA ST.
ONTARIO, CA 91761
SPARKY’S SELF-STORAGE
HESPERIA
14400 YUCCA ST. 
HESPERIA, CA 92345
THE HOUSEWARE 
COMPANY
170 N. ARROWHEAD AVE.
STE. B 
RIALTO, CA 92376
THE MANGO HUT
6427 MESQUITE AVE. 
STE. A
TWENTYNINE PALMS, CA
92277
TOMMY AUSTINS 
FLOREST
10730 FOOTHILL BLVD.
STE. G120 
RANCHO CUCAMONGA,
CA 91730
TWISTED IMAGES INK.
15455 CAJON BLVD.
DEVORE, CA 92407
VECTOR FIRST AID
12375 MILLS AVE. 
STE. 5 
CHINO, CA 91710
VENTUREWORKS
12548 LUNA RD. 
VICTORVILLE, CA 92392
VILLAGE MARKET
15700 VILLAGE DR. 
VICTORVILLE, CA 92394
WATERMAN 
AUTOMOTIVE SERVICE
CENTER
154 S. WATERMAN AVE.
SAN BERNARDINO, CA
92410
CARRENO'S TIRE SHOP
17005 D ST. 
VICTORVILLE, CA 92392
WHITE AWAY HANDYMAN
SERVICE
12997 SAN LUCAS DR. 
VICTORVILLE, CA 92392
WORLD OF SUITS
14668 7TH ST. 
VICTORVILLE, CA 92395
WWW.SIRENZPLEA-
SUREZ.COM
909 W. MARSHALL BLVD.
SAN BERNARDINO, CA
92405
212 TRANSPORT
6179 MACLAY ST. 
SAN BERNARDINO, CA
92427
AMAVIZCA REALTY
22790 CARDINAL ST.
GRAND TERRACE, CA
92313
ANTIQUE ARCADE
31629 OUTER HWY 10 
STE. B 
REDLANDS, CA 92373
CODE RED AIRSOFT
PARK
1350 AGUA MANSA RD.
COLTON, CA 92324
BOB’S LOCK & KEY
22421 BARTON RD.
STE. 157 
GRAND TERRACE, CA
92313
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DESERT FURNITURE &
CONSIGNMENT
80-250 HIGHWAY 111 
INDIO, CA 92201
SIMONI, RUSSELL OSCAR
19 BOULDER LN.
RANCHO MIRAGE, CA
92270
HOME CONSIGNMENT
80-250 HIGHWAY 111
INDIO, CA 92201
ROYAL MANDAYA
JEWLERY AND 
BOUTIQUE SHOP
6137 PLAY FAIR WAY
CORONA, CA 92880
SASANINIA, ROSEANA
CONFESOR
6137 PLAY FAIR WAY
CORONA, CA 92880
WING ENTERPRISES
22407 WITCHHAZEL AVE.
MORENO VALLEY, CA
92553
HARAKE, AHMAD
22407 WITCHHAZEL AVE.
MORENO VALLEY, CA
92553
ONE DANCE LIFE
COACHING
416 YELLOWSTONE CIR.
CORONA, CA 92879
CARNERO, VERONICA
JIMENEZ
416 YELLOWSTONE CIR.
CORONA, CA 92879
RUBIDOUX TIRE &
BRAKE
5949 MISSION BLVD.
RIVERSIDE, CA 92509
RUBTIRE INC.
5949 MISSION BLVD.
RIVERSIDE, CA 92509
THERMOSCAN
35622 DENVER CIR.
WINCHESTER, CA 92596
ZABEL, BERNHARD
35622 DENVER CIR.
WINCHESTER, CA 92596
AAI COMMUNICATIONS
20438 MESQUITE CANYON
RD.
RIVERSIDE, CA 92508
STOCKTON, MICHAEL
DEAN
20438 MESQUITE CANYON
RD.
RIVERSIDE, CA 92508
PACIFIC HOMES 
REFRIGERATION 
SERVICE
12371 KASOTA CT.
MORENO VALLEY, CA
92557
MEZA, FIDEL BELTRAN
12371 KASOTA CT.
MORENO VALLEY, CA
92557
PALM VALLEY SHELL
41735 E. FLORIDA AVE.
HEMET, CA 92544
MOTLAGH, AHMAD 
MAMAGHANI
26775 RIM RD.
HEMET, CA 92544
PALM VALLEY CHEVRON
903 W. FLORIDA AVE.
HEMET, CA 92543
SUGAR BEET HOLDINGS
INC.
776 N. MISSION RD.
PALM SPRINGS, CA 92262
INLAND VET SUPPLY
1237 6TH ST.
STE. 104
NORCO, CA 92860
IVS, INC.
1237 6TH ST.
STE. 104
NORCO, CA 92860
LG TINDER 
CONSTRUCTION CO
305 MAYBERRRY AVE.
HEMET, CA 92543
TINDER, LARRY GLENN
305 MAYBERRY AVE.
HEMET, CA 92543
JC WELDING CO
19071 KRAMERIA AVE.
RIVERSIDE, CA 92508
PERLA, JULIO CESAR
19071 KRAMERIA AVE.
RIVERSIDE, CA 92508
SAXET GENERAL
CONTRACTING
28700 SUNRIDGE CT.
MENIFEE, CA 92584
RIMES, CHRISTOPHER
LEE
28700 SUNRIDGE CT.
MENIFEE, CA 92584
DUTCH COMFORTS
61535 KOLBE RD.
WHITEWATER, CA 92282
BOORAEM, HEIDI
418 PIER AVE., STE. 103
SANTA MONICA, CA 90405
MARK D. FREDRICKSEN
INSURANCE SERVICES
4371 LATHAM ST.
RIVERSIDE, CA 92501
PETERSON,MCANNALLY
& TABOR
4371 LATHAM ST.
RIVERSIDE, CA 92501
MY POOL COMPANY
34756 BOROS BLVD.
BEAUMONT, CA 92223
DAVID ENTERPRISE
32290 WOOD VIOLET CT.
WINCHESTER, CA 92596
DAVIS, CAROLYN DIANE
32290 WOOD VIOLET CT.
WINCHESTER, CA 92596
DAVIS, JERRILEE
32290 WOOD VIOLET CT.
WINCHESTER, CA 92596
CHRISTIAN BROTHERS
HEATING AND AIR 
CONDITIONING, INC.
11140 THURSTON LN.
MIRA LOMA, CA 91752
CHRISTIAN BROTHERS
MECHANICAL SERVICES,
INC
11140 THURSTON LN.
MIRA LOMA, CA 91752
PALM SPRINGS BIPLANES
145 S. GENE AUTRY TRAIL
PALM SPRINGS, CA 92262
SMITH, GLENN WALTER
5771 CAMINO DEL CIELO
BONSALL, CA 92003
LIVE FEED SERVICES
42217 RIO NEDO
STE. 205A
TEMECULA, CA 92590
STREUTER, LAUREN
NICOLE
38244 PLACER CREEK
INDIO, CA 92201
BLYTHE NURSING CARE
CENTER
285 WEST CHANSLORWAY
BLYTHE, CA 92225
BNCC, INC.
4022 VIA DE LA PAZ
OCEANSIDE, CA 92057
CASVELAS CAFE
73703 HIGHWAY 111
PALM DESERT, CA 92260
CASVELAS CAFE
73703 HIGHWAY 111
PALM DESERT, CA 92260
MARK'S RECYCLING
1413 UNDERHILL CT.
BEAUMONT, CA 92223
FLORES, MARCO 
ANTONIO
1413 UNDERHILL CT.
BEAUMONT, CA 92223
HOLY GROUNDS CAFE
935 N. MCKINLEY ST. 
CORONA, CA 92879
PUGSLEY, LISA MARIE
988 CIMARRON PL.
CORONA, CA 92879
EXXON MOBIL AVIATION
86-400 LIGHTNING ST.
THERMAL, CA 92274
EXXONMOBIL OIL
CORPORATION
5959 LAS COLINAS BLVD.
IRVING, TX 75039
SOLID INDUSTRIES
43425 SAGE RD.
AGUANGA, CA 92536
CLAWSON, CODY FRANK
43425 SAGE RD.
AGUANGA, CA 92536
DBHR
1252 CHESTNUT AVE.
BEAUMONT, CA 92223
RAPPLEYE, DAVID GLENN
1252 CHESTNUT AVE.
BEAUMONT, CA 92223
AS DE OROS D. J
21796 BYRON ST.
PERRIS, CA 92570
INFANTE, ELIDA
21796 BYRON ST.
PERRIS, CA 92570
RODRIGUEZ, FRANCISCO
21796 BYRON ST.
PERRIS, CA 92570
PURE VIZION 
PHOTOGRAPHY
1407 MAIN ST.
RIVERSIDE CA 92501
FIESTA JUMPERS
2850 IMPERIAL ST.
RIVERSIDE, CA 92504
SAUCEDO, MERCEDES
2850 IMPERIAL ST.
RIVERSIDE, CA 92504
COFFEEBUCS
28820 BAY AVE.
MORENO VALLEY, CA
92555
DEMARIA, TAMELA KAYE
28820 BAY AVE.
MORENO VALLEY, CA
92555
LITTLE BITTY BEE
41121 CHEMIN COUTET
TEMECULA, CA 92591
MADLOCK, LAURA
KRISTEN
41121 CHEMIN COUTET
TEMECULA, CA 92591
WEST, MONICA
ANTOINETTE
41101 CHEMIN COUTET
TEMECULA, CA 92591
AL’S BUSINESS SERVICE
23130 BAY AVE.
MORENO VALLEY, CA
92553
FLORES, ALFONSO
23130 BAY AVE.
MORENO VALLEY, CA
92553
WAX ON WAX OFF
MOBILE AUTO 
DETAILING
33204 VIA CHAPPARO
TEMECULA, CA 92592
MARZO, ROBERT
PATRICK
33204 VIA CHAPPARO
TEMECULA, CA 92592
AMBIANCE MARKETING
35221 ORCHID DR.
WINCHESTER, CA 92596
PARADIGM 
PROPERTIES, INC.
35221 ORCHIRD DR.
WINCHESTER, CA 92596
RHODA SOCROUN KOHL
5990 EARTH ST.
MIRA LOMA, CA 91752
SOCROUN-KOHL, RHODA
5990 EARTH ST.
MIRA LOMA, CA 91752
TOGETHER4PEACE.ORG
27315 CARANCHO RD.
TEMECULA, CA 92590
ISLAM THE ANSER CORP
27315 CARANCHO RD.
TEMECULA, CA 92590
MONARCH MEDIA
COMPANY, LLC
5811 MILANA DR.
CORONA, CA 92880
DOOR DOCTOR
313B AVE. CASTILLA
LAGUNA WOODS, CA 92637
MORECI, ANTHONY
JOSEPH
313 B AVE CASTILLA
LAGUNA WOODS, CA
92637"
J. T. STEPHENSON 
ENTERPRISES
36137 LINDA ROSEA RD.
TEMECULA CA 92592
ROLLING HILLS 
CONSTRUCTION INC.
36137 LINDA ROSEA RD.
TEMECULA, CA 92592
TRUE BLUE SERVICE
36137 LINDA ROSEA RD.
TEMECULA, CA 92592
BODY AND SKIN 
THERAPIES
28057 BRADLEY RD.
STE. B
SUN CITY, CA 92506
HERNANDEZ-BEMBO,
VALENTINA
27539 CONORD LN.
SUN CITY, CA 92585
CHAMPION MILLWORKS
1367 SHERMAN CT.
HEMET, CA 92545
SALAZAR, STEVEN
ANGEL
1367 SHERMAN CT.
HEMET, CA 92545
PEDROS FISH TACOS
16810 VAN BUREN BLVD.
STE. 102 
RIVERSIDE, CA 92504
VILLASENOR, EUGENIO
10763 PARLIAMENT LN.
RIVERSIDE, CA 92503
TRANS - MEX 
INTERNATIONAL
423 WINTHROPE DR.
HEMET, CA 92544
HIGHSMITH, DARYL
PHILLIPS
423 WINTHROPE DR.
HEMET, CA 92544
SOUTH POINT AUCTION
37081 CHERRYWOOD DR.
MURRIETA, CA 92562
CREEKSIDE EQUITIES,
INC
PO BOX 1078
MURRIETA, CA 92564
U & W INC.
13373 PERRIS BLVD.
STE. B110
MORENO VALLEY, CA
92553
B C JANITORIAL
SERVICES
26405 CASTLE LN.
MURRIETA, CA 92563
SIBRIAN, BLANCA
ESTELA
26405 CASTLE LN.
MURRIETA, CA 92563
RAHMAN INSURANCE
SERVICES
1230 S. STATE ST.
HEMET, CA 92543
WOOF WOOF MEOW AND
MORE
198 EIGHT ST.
NORCO, CA 92860
HOWER NOBLE ALFRED
198 EIGHT ST.
NORCO, CA 92860
LIVELL-HOWER 
GEORGIA CHRISTINE
198 EIGHT ST.
NORCO, CA 92860
HI-Q HANDYMAN
45010 EL CONQUISTA RD.
AGUANGA, CA 92536
PADILLA, JOE ANTHONY
45010 EL CONQUISTA RD.
AGUANGA, CA 92536
WINE COUNTRY REALTY
27420 JEFFERSON STE. 101B
TEMECULA, CA 92590
RX PICKUP/DELIVERY
SERVICE
24115 COTTONWOOD
STE. L-141
MORENO VALLEY, CA
92553
ONEAL, QUINKITHA
SHENTELL
24115 COTTONWOOD 
STE. L-141
MORENO VALLEY, CA
92553
BED HEADS HAIR SALON
26451 YNEZ ST., STE. D
TEMECULA, CA 92591
KHOURY, ALICE MARIE
29529 CARA WAY
TEMECULA, CA 92591
ADVOCATE FOR 
MEDICAL ASSISTANCE
5280 ALLISON LN.
RIVERSIDE, CA 92509
FINN JACKIE LYNN
5280 ALLISON LN.
RIVERSIDE, CA 92509
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Fiji—A joyous land where sitting on the International Date Line 
lets one exist today and yesterday 
By Camille Bounds
Travel Editor
Flights land at Nadi
International Airport on Viti
Levu Island in Fiji where you
are greeted by smiling Fijian
faces sincerely wishing you
good health. Efficient cabs
whisk you to your destinations
and the starting points of your
awaiting adventure.   
Covering an area of over
500,000 square miles in the
enchanted South Seas lay the
330 islands, (give or take a few)
that make up the Fijian archipel-
ago of which only about one
third is inhabited. Located just
north of the Tropic of Capricorn,
the country is slightly larger
than California and Nevada put
together. Less than two percent
of the territory is land; the rest is
sea. The International Date Line
that divides the world into today
and yesterday passes though the
islands.  
The closest major city is
New Zealand’s Auckland, locat-
ed about 1,300 miles to the
south—a five hour flight will
get you to Honolulu and a 10
hour flight to Los Angeles.
Named the “Gateway to the
South Pacific,” Fiji can be con-
sidered a creative mix of cul-
tures.  The area consists of more
than 300 volcanic islands and
low lying atolls. In addition, you
will find white sandy beaches,
impenetrable rain forests, shift-
ing sand dunes and reefs teem-
ing with a wealth of stunning
marine life.
Fiji Islanders today are con-
sidered the friendliest people on
the planet. Centuries past, their
fierce reputation as fighters and
brutal cannibals had navigators
and explorers keep a wide
breadth of the islands. Today
Fijians, Indians, Polynesians,
Chinese and Europeans live
together as separate entities.
There has been some political
unrest but never involving the
tourist. Fiji is considered a safe
destination. English is spoken
just about everywhere.
Fiji is made up of two large
islands, Viti Levu and Vanua
Levu, and rimmed by groups of
islands on both sides. The whole
archipelago surrounds the Koro
Sea.
The largest island is Viti
Levu. Meaning “Big Fiji,” it is
the third largest of all the islands
in the Pacific and is the hub of
the Fijian archipelago. Viti
Levu, considered the most
developed island in the area, is
the home to 70 percent of the
Fijian population. The western
coast is the haven for most
tourists because of mild weath-
er, sandy beaches, upscale
resorts and vast areas of sugar
plantations. (The eastern side is
very damp and green.)
Located on the southeastern
shore, Suva, (the capital of Fiji
since 1882) and the largest city
port, is the home of the coun-
try’s highest mountain, Mount
Tomanivi, and Rewa River the
longest river. The small island of
Bau, the former native capital,
sits off the east coast of Viti
Levu and the home of the high
chiefs of Fiji.
Vanua Levu (“Big Land”)
half the size of Viti Levu, is the
second largest island and sup-
ports about 18 percent of the
total population. Less developed
than its big sister, it is craggy
and surrounded by a vast struc-
ture of coral reefs—its source is
volcanic with few beaches.  
Experienced divers call Fiji
the “Soft Coral Capital of the
World.” The waters of Fiji are
home to some of the most beau-
tiful coral reefs in the world.
There are three types of reefs
here: “fringing” reefs along the
coastline, “barrier” reefs sepa-
rated from the coast by a lagoon,
and “atoll” reefs, which are cir-
cular or horseshoe-shaped.  The
Great Astrolabe Reef, Rainbow
Reef, Great Sea Reef and the
Argo Reef in the Lau islands are
considered the most recognized
coral reefs in Fiji. This is a
diver’s paradise. The reefs are
government protected but
tourist friendly.
Understandably, advance plans
should be made to dive here.
During World War II the
Fijians recruited more than
8,000 men to fight alongside the
allies in the Solomon Islands.
The Fijians were so superior in
jungle warfare that they were
never noted as “missing in
action”; instead, they were listed
as “not yet arrived” because
they would some way, ultimate-
ly, amazingly show up at their
unit sometimes days after a mis-
sion.
Sugar and the garment
industry, along with gold mining
on northern Viti Levu, con-
tributes to the soft economy
with fishing, copra, timber, fur-
niture, and coffee (the famous
Fuji bottled water originated
here). Tourism is the main busi-
ness that is responsible for much
of the revenue for the country.
Fiji has a high literacy rate.
The University of the South
Pacific on Suva runs about
2,500 students in its curriculum.
There is The Fiji School of
continued on page 39

